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Rough Proofs 


The H. J. Heinz Company is flirt- 
ing with the idea of entering the 
soap derby, but after reading about 
the Lever Brothers-P&G civil war, 
they may decide that 57 varieties of 
headaches are plenty. 


~ 2S 


Fair lady was never won by a 
language she couldn’t understand, 
Life & Health insists, but those 
doughboys who went to France 25 
years ago claim they did all right. 


- | F 


Samuel Courtauld, a conservative 
Britisher of the old school, thinks 
“it would be better to teach people 
to resist the blandishments of sales- 
men and advertisers.” 

No use, Sam; it would take quite 
an advertising campaign to put that 
over. 

v v v 


The Wm. Wrigley, Jr., Company 
is going to woo war workers with 
radio music, en the ground that 
since they can’t smoke on the job, 
they should be dandy prospects for 
chewing gum. And they can get 
double rhythm with Doublemint. 
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M & M Limited is testing adver- 
tising of its candy coated chocolates 
on the comic pages of daily news- 
papers, and if it succeeds will col- 
lect at least a few chuckles for it- 


self. 


, 


Newspaper ads for Pro-Tek, du 
Pont greaseless cream which re- 
moves dirt and grime from hands, 
are to appear in war industry cities, 
it is reported. The theory is that 
the horny-handed son of toil who 
works on the farm doesn’t give a 


darn whether his mitts are lily- 
white or not. 
v v v 
Senator Truman's committee 


wants Donald Nelson to get rid of 
some of his $1 a year men. For 
some reason or other the committee 


LEADS OFF DRIVE 


A job only o WOMAN can do! 


ty make aphsves 


Here is a rough of the opening adver- 
tisement in the fats salvage campaign 
showing the _ skillet-to-gun 


make explosives" slogan which appears in 
varied form in all the advertisements. 


Fats Campaign fo 
Break in Chicago 


Dailies June 24 


Will Spread Shortly 
to All Cities of 
50,000 and More 


Chicago, June 18.—Unless there is 
a last-minute hitch, the $500,000 
national fats salvage campaign un- 
\derwritten by glycerine manufac- 
turers and associated industries will 
| break in Chicago Wednesday, June 
| 24, ADVERTISING AGE learned today, 


and will thereafter spread as rap- | 


idly as possible to market after 
market until it embraces about 225 
cities throughout the country with 
50,000 population or more. 
Newspapers and _ store display 
material will be the backbone of 
| the campaign, placed through Ken- 


thinks their compensation should be | yon & Eckhardt, New York. Radio 


taxed as excess profits. 
vfs? 


“Wilson Campaign Sells Exercise | 
—Not Equipment.” — Headline in| 
ADVERTISING AGE. 

Does it show a golfer he can get | 


daytime spots will be used widely, 
but they will be contributed by the 
sponsors of programs already on 
the air. 

The newspaper copy, to appear in 
all newspapers in the cities used, 
calls for between 5,200 and 8,200 
lines per paper, with the entire 


just as good a work-out in his Vic- | schedule of from eight to ten in- 


tory garden? 


,yvY? | August. 
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FCC launches fight to retain its | 
full power, says a news item. But 
it would be much bigger news if it! 
reported a government agency vol- 
untarily surrendering some of its 
power. 

Vun FV 


Drewers are featuring bigger and 
better bottles to save tin in the) 
cajs, and your really enthusiastic | 
beer drinker is getting all set for | 
the good old days of rushing the 


lor twice during the 


sertions to appear by the end of 
While schedules will vary 
between cities and between news- 
papers, most of the copy will run 
in 750 to 1,000-line space, and pres- 
ent plans call for two insertions 
each week, except that the drive 
will take a one-week breather once 
campaign 
period. 
Packers Provide Manpower 


While the glycerine and associ- 
ated industries are providing the 
financing for the drive, the meat 


illustrative | 
technique and the "Save waste fats to | 


Price Control Aid 
ls Sought from 


AFA Gathers to Weigh 
Wartime Role, Future Plans 


Newspaper Admen 


Henderson Suggests 
More Informative 


Copy on Subject 


TO THE BRIDE 


(Other stories on the meeting of . rN 
the Newspaper Advertising Execu-| / Stecteace- 
tives Association appear on Pages| 
4, 31 and 33 of this issue.) 


Columbus, O., June 17.—The seri- | 
ous difficulties in the path of suc- | 
cessful operation of price control 
were given a thorough airing at the 
convention of the Newspaper Ad- 
| vertising Executives’ Association, 
|which closed here today. A mes- 
| sage from Leon Henderson, head of 

PA, asked newspaper cooperation 
in helping retailers to explain the 
|situation to the public, and Wroe 
Alderson, OPA consultant, urged 
prompt help in obtaining compli- 
|}ance from retailers, with the sugges- 
|tion that price ceilings represent 
|promotional opportunities which 
have not yet been recognized. 


Phill-up with Phillips “ 


| The June bride gets a novel wartime 
| message in this large-space advertisement 
run in newspapers by Phillips Petroleum 


Company. 
On the other hand, a vigorous at- 
|tack on the present price set-up 
was delivered by Fred Lazarus, 


. 
House Committee 
head of the Lazarus store of year 
ment aioe exceutves af he coun WOU Quadruple 


try. He declared that the retailer 
is now being squeezed because of 


Se earn «Ind Class Postage 


prompt adjustments must be made 


Washington, D. C., June 18.— 
if thousands of merchants are not | Turning to the publishing world in 
| to be put out of business. its quest for new revenue, the House 
| ways and means committee decided 
ltentatively this week to put second 
“The vast majority of people in|class mail on a cost basis, with the 
|this country,” said Mr. Henderson | Post Office Department to set new 
in his message to the association, | rates for all newspapers and period- 
'“are anxious and willing to help|icals except country weeklies so as 
|make our price control program|to wipe out a $78,000,000 annual 
work, but few have the opportunity | deficit. 
to be of as direct and immediate Whether the committee actually 
help as yourselves—in an _ area/| voted to that effect in closed session 


Henderson Asks Help 


where a great deal of help is|or merely agreed informally was a 
needed. |matter of dispute among committee 
“Your work in advertising has | members, although all agreed that 


long been focussed on the problems|the action was tentative. A final 

of helping retailers to make sales|decision is not far off, however, 

to their customers, and helping cus-|since the group has voted to wind 
(Continued on Page 30) (Continued on Page 32) 


Eastern Oil Companies Support Salvage Drive 

New York, June 19.— Eleven oil companies serving 17 gas-rationed 
| states on the Eastern seaboard will cooperate to place a one-time full- 
page advertisement supporting the government’s rubber salvage drive in 
216 newspapers in 125 cities Tuesday, June 23. Copy will urge readers 
ito “bring in your scrap rubber now to gasoline dealers before July 1.” 
The ads, placed by Lennen & Mitchell for the Petroleum Industry War 
Council, will carry the trademarks of the participating companies, 
Amoco, Atlantic, Cities Service, Esso, Gulf, Mobilgas, Shell, Sinclair, 
| Sunoco, Texaco and Tydol. 


‘Southern Agriculturalist’ Changes Hands 
| 


Nashville, Tenn., June 19.—Ownership of the Southern Agriculturalist 
today passed into new hands when the Equitable Securities Corporation 


| Last Minute News Flashes 
| 


, , | acqui stoc amily he late B. Kirk Rankin, who bought 
‘packing industry, through the | cquired stock from the family of the late ir ankin, who boug 
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E. L. Parker has been named | 
manager of the related lines de-| 
partment of the Seiberling Rubber | 
Company. The way things are go-| 
ing now in the tire business, those | 


related lines will include some 
Pretty distant kinfolk. 
v v 7 | 

.e June bridegroom is being 


Slorified in the advertising of de- 
pat ment stores here and there, but 
i's still going to be awfully hard 
to 'nd him at a wedding reception. 
Copy Cus. 


(Continued on Page 29) 
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the paper in 1904 and continued as publisher until his death in 1936. 
| New president is Brownlee O. Currey, head of the investment banking 
| house, said to be the largest in the South. Business personnel is un- 
changed, with A. B. LeStrange, vice-president and advertising manager, 
New York; W. M. Springer, Chicago manager; H. G. Walter, Detroit 
manager, and Kenneth Stansfield, Southern manager. The editorial 
staff is unchanged. 


Tide Water Starts Campaign in Dailies 


New York, June 19.—Tide Water Associated Oil Company will launch 
a newspaper campaign next week in 22 Midwestern states thus far un- 
affected by gasoline rationing. Opening insertion of 1,000 lines will be 
followed by eight weekly advertisements of 672 lines each, to be run in 
300 newspapers by Tide Water distributors on a cooperative basis. The 
copy will feature a free offer of a 24-page book, “Fighting Ships of the 
U. S. A.,” containing room for 40 different ship stamps which may be 
obtained free at Tydol stations. Lennen & Mitchell handles the account. 


| Wide Participation 
| Seen in Four-Day 
Session at Commodore 


New York, June 18.—Advertising 
men and women from every part of 
the country and every branch of the 
field will assemble here this week- 
end to discuss their contributions 
to victory and to the post-war 
world, at the 38th and “most im- 
portant” annual convention of the 
Advertising Federation of America. 

With Bruce Barton sounding the 
| keynote at the opening general 
| Session on Monday, such speakers 
}as Thomas H. Beck, Joseph B. East- 


jman, Thomas E. Dewey, Clair 
Boothe and Malcolm Muir will 
highlight general and group dis- 


|cussions of advertising’s wartime 
role during the four-day conven- 
| tion, June 21-24, at the Hotel Com- 
-modore. Highlights of the conven- 
tion program follow: 


Monday General Sessions 


12:15 p. m., Grand Ball Room. 
Bruce Barton, president, Batten, 
Barton, Durstine & Osborn; Joseph 
B. Eastman, director, Office of De- 
fense Transportation; Thomas H. 
Beck, president, Crowell - Collier 
Publishing Company; Mayor Fio- 
rello H. La Guardia; Presentation 
of Josephine Snapp Award by the 
Women’s Advertising Club of Chi- 
cago to the woman who has made 
the most outstanding contribution 
to advertising during the year. 

7:00 p. m., Grand Ball Room, An- 
nual Banquet and Ball. Clair 
Boothe will answer queries on the 
war in the Far East as a 
respondent of Life. 


Monday Departmental Meetings 


9:30 a. m., Parlor A, Ballroom 
| floor, Women’s Advertising Clubs, 
Activities Conference. 

9:30 a. m., Parlor C, Council on 
|Advertising Clubs Activities Con- 
| ference. 

10:00 a. m., West Ballroom, Pub- 
jlic Utilities Advertising Association, 
“Hell Box,” discussion directed by 
_E. K. Hartzell, East Tennessee Light 
|& Power Company, and E. N. Pope, 
| Carolina Power & Light Company. 


Tuesday General Sessions 


12:00 p. m., Grand Ball Room. 
| Advertising’s Open House, spon- 
sored by Advertising Women of 
New York. Thomas E. Dewey; 
Charles C. Carr, Aluminum Com- 
pany of America; Mrs. Sara Pen- 
noyer, Bonwit Teller; Exhibits of 
Advertising at War. 

3:30 p. m., South Room, Lobby 
Floor, Annual Business Meeting. 
James A. Welch, president of AFA, 
presiding. Reports and election of 
AFA directors. 

7:00 p. m., Grand Ball Room, 
Round Table Dinner. Editorial 
board of Newsweek, Malcolm Muir, 
president; Raymond Moley, edi- 
torialist; Ernest K. Lindley, chief 
of Washington bureau; Ralph 
Robey, economist; Admiral W. V. 
Pratt, USN, retired; Major General 
Stephen O. Fuqua, USA, retired. 


Tuesday Departmental Meetings 


9:30 a. m., Parlor A, Ball Room 
{| Floor, Direct Advertising Confer- 
ence. Frank L. Egner, McGraw- 
Hill Book Company; John Smith, 
John A. Smith & Staff; Francis D. 
Pratt, Time-Life-Fortune. 

9:30 a. m., Parlor F, National 
Junior Advertising Council. 

9:30 a. m., South Room, Lobby 
Floor, Outdoor Advertising Confer- 


cor- 
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ence. Gene Flack; Sidney Mahan, 
U.S. Treasury Department; Hayden 
Hayden, artist; Robert E. Zipprodt, 
Outdoor Advertising, Inc.; P. Wes- 
ley Combs, William Esty & Co. 

9:30 a. m., Parlor B, Ball Room 
Floor, Packaging Clinic. George R. 
Frederick, Loft Candy Corpora- 
tion; Ray M. Schmitz, 
Foods Sales Company; Christopher 
Browne, Modern Packaging. 

9:30 a. m., Parlor C, Premium 
Advertising Association of America. 
“Town Meeting Session” on “Pre- 
miums in the War Economy.” 

10:00 a. m., West Ball Room, 
Public Utilities Advertising Asso- 
ciation. Ashton B. Collins, Reddy 
Kilowatt Service, Birmingham; C. J. 
Allen, Connecticut Light & Power 
Company; George Whitwell, Phila- 
delphia Electric Company; J 
Ernestine Becker, Johns 
University; Jessie McQueen, Amer- 


ican Gas Association; Elizabeth 
Murray, Atlantic City Electric 
Company. 

12:30 p. m., West Ball Room, 


Public Utilities Advertising Asso- 


ciation. Report of Resolution Com- 
mittee and Better Copy Contest 
awards. 


2:15 p. m., Parlor A, Ball Room 
Floor, Direct Advertising Confer- 
ence. James L. Wick, Prentice- 
Hall; S. R. Bernstein, ADVERTISING 
AGE; Clyde M. Vandeberg, Office of 


General | 


‘Facts and Figures. “Information 
Please” answers by Maxwell M. 
Geffen, Omnibooks; Herbert Kauf- 
man, General Printing Ink Com- 
pany; Donald Macaulay, S. D. 
Warren Company; Arthur 
| Newsweek; John H. Sweet, Dickie- 
| Raymond, Inc. 

2:00 p. m., Parlor C, General 
|Magazine Conference. 
| Weaver, Magazine Marketing Serv- 
jice; Frank Braucher, Periodical 
|Publishers Association; Paul Mc- 
| Namara, Hearst Magazines. 

2:30 p. m., West Ball Room, Pub- 
lic Utilities Advertising Association. 
Walter J. Weir, Lord & Thomas; 
Davis M. Debard, Stone & Webster 
Service Corporation; Edwin Ven- 
nard, Middle West Service Com- 
pany. 


Sad Wednesday General Session 
Hopkins 


12:15 p. m., Grand Ball Room, 
}Luncheon. Dr. Miller McClintock, 
| Advertising Council; Quiz Program 
on War-Time Advertising and Sell- 
ing Problems, Lowell Thomas, 
quizmaster. John P. Cunningham, 
Newell-Emmett Company; William 
H. Howard, R. H. Macy & Co.; 
James E. Weber, Armour & Co. 
Presentation of awards for Adver- 
tising Club achievements. 
Wednesday Departmental Meetings 
9:30 a. m., Parlor B, Ball Room 
Floor, Club Activities Conference. 


Stein, | 


Norwood | 


Elon G. Borton; Ken R. Dyke, Office 
of Facts and Figures; Howard C. 
Minnich, Advertising Club‘of Co- 
lumbus; Robert S. Peare, General 
Electric Company; John C. Jones, 
III, National Junior Advertising 
Council. 

9:30 a. m., Parlor A, House Maga- 
|zine Conference. 

9:30 a. m., South Room, Lobby 
|'Floor, National Association of 
Broadcasters, sales managers divi- 
sion. Samuel R. Rosenbaum, WFIL, 
Philadelphia; Lt. Col. Edward M. 
Kirby, War Department; John M. 
Outler, Jr., WSB, Atlanta. 

10:00 a. m., West Ball Room, 
Public Utilities Advertising Asso- 
ciation. Open clinic and committee 
reports. 


‘Good House’ Announces 
New Product Service 


Extension of its Good Housekeep- 
ing Institute to include a new divi- 
sion headed by George W. Alder, 
technical director, to concentrate on 
“Product Use and Development,” 
has been announced by Good House- 
keeping. 

Facilities of the Institute are be- 
ing offered industrial executives, as 
well as research and experimental 
xperts, who face maintenance prob- 
lems with their present products 


and who are building products for 
post-war use. 
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by serving ‘em’ 


FREE & PETERS, INC. 


Take stock and you'll find Kansas City in the 
midst of a record-shattering agricultural 
boom. You'll also find KMBC hogging most of 
the farm audience hereabouts . . . (surveys 
proving this are available on request). The 
explanation lies in a policy of “selling farmers 
‘ which has never yet laid an 
egg for an advertiser. Consider: tn Phil Evans, 
nationally-known agricultural authority, KMBC 
has the only full-time farm service director in 
Kansas City radio. Only KMBC is authorized 
by the Kansas City Livestock Industry to 
broadcast market reports from the Livestock 
Exchange Building. KMBC is the only station 
broadcasting nearly thirty solid hours of farm 
service programs each week. For greener 
profit pastures, farm out your sales problems 
on KMBC —the station that’s “9 Ways the 


Winner.” Remember? 


bt 


OF KANSAS CITY 


CBS BASIC NETWORK 


So mucH 
So soon 


A victory or IMAGINEERING 


ALCOA'S REPORT ON ITS WAR PRODUCTION 
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9 ALCOA 


This black-and-white spread in the July 
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ALUMINUM 


11 issue of Collier's forms part of the 


expanded advertising schedule for Aluminum Co. of America in national maga- 
zines. Fuller & Smith & Ross, Cleveland, is the agency. 


Alcoa Expands 
lts Advertising 
in Magazines 


Special Institutional 
Ads Aimed at Women; 
Dailies Also on List 


Pittsburgh, June 17.—The Alumi- 
num Company of America took a 
liberal dose this week of the medi- 
cine prescribed for all industry by 
Alcoa’s own director of advertising 
and public relations, Charles C. 
Carr, and vastly expanded its insti- 
tutional efforts in national maga- 
zines. 

The new schedule, beginning in 
July and running through De- 
cember will embrace spreads and 
full pages in Collier’s, Life and The 
Saturday Evening Post, plus a spe- 
cial series addressed to women in 
Good Housekeeping, Ladies’ Home 
Journal, McCall’s and Woman's 
Home Companion. In addition, the 
company plans another one-time 
institutional message for news- 
papers during July, which will be 
similar in size and scope to ads em- 
ployed in January. 

Mr. Carr, who is chairman of the 
public relations committee of the 
Association of National Advertisers, 
advocated at the recent conference 
of the National Federation of Sales 
Executives in New York that in- 
dustry direct its entire advertising 
effort to selling workers the idea | 
of saving now to enjoy the things 
they will want and need after the 
war. As a basic copy theme, he 
recommended “Buy Tomorrow To- 
day,” and said that sales and ad- 
vertising men should be quick to 
recognize the public’s interest in 
the future by showing them pic- 
tures of products or articles they 
will need after the war and by 
showing how they can pay for 
them. 


Plenty to Advertise 


Alcoa’s renewed advertising in 
major consumer media bears out in 
practice what Mr. Carr is preach- | 
ing. It is a continuation of the| 
company’s thinking along the lines 
that, although there is nothing to 
sell today, there is much to adver- | 


|tise for tomorrow. More important, 
|Alcoa’s extended institutional drive 
|backs up the doctrine advanced by 
|Mr. Carr and other leaders that 
jevery dollar invested today in war | 


savings bonds and stamps repre- 
sents one more dollar invested in 
the future to create a reservoir of 
consumer purchasing ability for the 
post-war period. 

Four black-and-white spreads 
are scheduled to appear in Collier’s. 
The first, in the July 11 issue, will 
report to the nation on what Alcoa 
has done and is doing to help win 
the war. The other three, spaced 
through August, October and No- 
vember, will be based on themes of 
“how to have your cake and eat it, 
too” and “buy tomorrow, today.” 

Four single page four-color and 


bleed ads are scheduled for inser- 
tion in Life and The Saturday Eve- 
ning Post. Emotional in characte;, 
they will be signed by “the men 
and women of Alcoa.” The first of 
this series will appear in Life the 
last week in July and in the Post 
the second week of August. Others 
will appear from September 
through December. 


Tells Story to Women 


The series of institutional mes- 
sages addressed directly to women 
will include three black-and-white 
spreads telling the story of alumi- 
num and Alcoa in the war picture, 
particularly as it affects women. 
They will run from September 
through December. 

Since the first of the year, Alcoa 
has been employing institutional 
copy in Farm Journal and Farmer's 
Wife, Newsweek and Time, and this 
schedule will be continued without 
change. 

Fuller & Smith & Ross, Cleveland, 
is agency for the magazine program 
and Ketchum, MacLeod & Grove, 
Pittsburgh, handles the newspaper 
campaign. 


Donnelly Wins Reversal 
of Blackout Fine 


A $25 fine imposed upon John 
Donnelly & Sons, Boston outdoor 
advertising company, for alleged 
failure to extinguish the light on an 
outdoor display in Worcester during 
a blackout, was appealed by the 
company and the charge has now 
been dropped by the district at- 
torney. 

The signs in question were 
equipped with a photo-electric cell 
at the time of the blackout, and had 
worked in every instance on previ- 
ous tests, but were found to be too 


|finely adjusted and therefore failed 


to function in the particular test on 
which the case was based. 


Chevrolet Opens School 


As part of a new customer rela- 
tions program, Chevrolet Motor 
Division is conducting a series of 
45 district schools for service man- 
agers from its 8,300 retail dealer- 
ships throughout the country. The 
program, which is under the direc- 
tion of T. E. Brents, manager of the 
sales merchandising department, 
emphasizes courteous efficiency in 
the service department and explains 
the new role of service as the pri- 
mary function of retail operation 


‘"Cover-to-cover, the facts indicate it |s o** 
of the most USEFUL magazines in Amerie 
today. Wherever you find it, you find © 
. well informed,” 


business mon. . 
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ma DELIVERING THE GooDs 
zs FOR STATE STREET 


d 
2 
e When The Sun started, the big Chicago department stores 
; were cordial but cautious, The Sun got a lot of Christmas copy. 
d But in January, the stores got down to serious business, started 
‘ to test The Sun seriously on various items and price ranges. 
The Sun linage from these stores has gone up every month ! 
- since, as The Sun proves itself. And in May, The Sun carried . ; 
more Loop department store linage than the two leading Chicago 
LINAGE RECORD p.m. — combined ! | | 
in In Six Loop Department Stores Phe paper that pays out for the local advertiser—pays out 


(Marshall Field, Carson Pirie Scott & 
ae. Co.. Mandel Bros., Charles A. Stevens 
& Co., The Fair Store, Boston Store) 


for any advertiser. The Sun was wanted in Chicago, has kept 


faith with the people who wanted it. Sun circulation today covers 
January (1942)... 66,770 


a third of the Chicago market, the best third... and by this | 
February ...... 89,835 
or 116.327 time there isn’t any doubt that The Sun is not only a good 
April ....++... 124,033 newspaper, but a better medium. Use it with confidence— 
St 624040 .. 153,439 : . : Y 
because local advertisers use it with profit! 
\ (Total) ..... 550,404 


CHICAGO SUN 


Tur Branuam Company, National Representatives 
Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle 
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4 
a fa ce err more See — 
salad ] . _government agencies which didn’t 
oe F | Ag like business and were originally 
ae e eld encies |distrustful of advertising,” he com- 


Bets. mented. “We are now finding a 
aie Know Ad Values |changed attitude on the part of 
| these officials, many of whom re- 
a |garded the Council at first as a 
’ -- lobby organization chiefly inter- 
OW = ( intoc /ested in getting government appro- 
|priations for advertising or pre- 
Columbus, O., June 17. — A venting the enactment of legislation 
changed attitude on the part of | adverse to advertising. 
Washington toward advertising and| ‘Not many people in Washington 
other business functions was re-| have known what advertising is. 
ported by Dr. Miller McClintock, | They have tended to think of pub- 
managing director of the Advertis-|licity as a means of solving the 
ing Council, who reviewed its work | problem of reaching the people and 
with the government on numerous | influencing public opinion, without 
war projects in addressing the|any accurate information on the 
Newspaper Advertising Executives | actual results of these efforts. Even 
Association here today. business executives who have taken 
“We have worked with numerous | official positions in Washington do 


not always understand the func- 


| tions of advertising. 


Salvage Drive Is Example 


“Yet after 90 days’ work, we have 
'found a changed attitude and a 
| greater realization of the contribu- 
tion which advertising can make to 
'the war effort, which is the only 
objective of the Advertising Coun- 
cil. The salvage campaign is a 
| good example of how this has been 
‘done. The government agencies 
/concerned were at first not very 
enthusiastic, but when an actual 
|campaign was laid out and pre- 
‘sented, it interpreted the salvage 
|job even to the experts in a way 
that publicity has never been able 
to do.” 

Dr. McClintock reviewed rapidly 
the numerous advertising projects 


which have already taken form or 
are now being worked out with 
various governmental agencies, 
giving details of the current salvage 
campaigns on metals and oils and 
fats, which are now in the hands 
of agencies and are shortly to be 
released. 

Other important advertising jobs 
include rubber conservation, a vast 
safety program to be developed 
through the Automotive Founda- 
tion, with all petroleum and auto- 
motive interests participating; the 
Treasury promotion of the payroll 
allotment plan; prevention of for- 
est fires, through the Forest Service 
of the Department of Agriculture, 
and a Victory food campaign, 
|through the Surplus Food Admin- 
|istration. Other projects relate to 
‘the personnel problems of the ship- 


FARM 
JOURNAL 


ane Farmers Wife 


SBE saat 


THE MAKER OF 
TOMORROW’S AMERICA 


One day this war will end. What kind of America will 
emerge, as our country licks its wounds, considers the 
bill, and prepares to pick up again the threads of its 
destiny? Will it again tread those time-tried paths that 
led it to world leadership under the stimulus of free 
enterprise? 

Or will it go off on uncharted tangents—up new 
strange roads that lead no one knows where? 

The decision will be made by a man you may not know 
very well. He’s a man you should know. He’s America’s 
Destiny Man. You'll find him at the end of the lane that 
runs off the main highway a few miles out from town. 
He’s pretty busy these days tending his farm, working 
from sunup to long after sundown, to fill his country’s 
war needs of foods and fats and fibres and other essen- 
tials. But he’s not too busy to read, to listen to friends 
and neighbors, not too busy to think. He'll have his mind 
pretty well made up by the time this war ends. And what 
he decides should be—will be. 

For Rural America not only elects a majority of our 
Senators, Congressmen and local legislators, but, more 
important, it gives them, through re-election, the weight 
of seniority that so greatly influences the make-up and 
thinking of important legislative committees. 

The time to start building your post-war America is 
now. The place to build is Rural America. 
you've a product to sell or a message to tell, you can talk 
to 2,600,000 prosperous, intelligent, thinking farm and 
rural families through FARM JOURNAL, the magazine 
that guides the buying and thinking of Rural America. 


Whether 


Graham Patterson, Publisher + WASHINGTON SQUARE, PHILADELPHIA 


OVER 2,600,000 ....OVERWHELMINGLY AMERICA’S LARGEST RURAL MAGAZINE 


yards and the pre-flying training 
program of the Civil Aeronautics 
Commission. 

In organizing and clarifying the 
use of radio for war propaganda 
Dr. McClintock said that listener 
were suffering from “war fatigue’ 
as the result of numerous identica 
plugs on consecutive programs. By 
setting up a systematic use of avail- 
able radio time better quality ha 
been provided for government mes- 
sages, and greater effectiveness o/ 
broadcasts has already been noted 


Cites Display Use 


Dr. McClintock told of the effec- 
tive use of the window display 
facilities of the country in pro 
moting greater unity with allied 
nations with which the United 
States is fighting, 1,200,000 poste: 
having been produced and di; 
played in record time in advance 
the celebration of Flag Day 
June 14. 

Because of the danger of almost 
complete collapse of the price con- 
trol program of OPA through lac 
of compliance by retailers, t 
Council is assisting in store post 
of cost of living prices and the ci! 
tion of cooperation of this part | 
the war effort through advertising. 


oO! 


In discussing the general plan of 
having industry underwrite the 
various government campaigns, Dr. 
McClintock said that it is not the 
policy of the Council to importune 
business to make a contribution to 
the government. This is not neces- 
sary, he said, because one campaign 
after another will have the volun- 
| tary and loyal support of the indus- 
tries directly concerned. 
| “This is a good thing for indus- 
'try,” he pointed out. “The first 
|objective is victory, but if as a 
|result of our efforts the public 


/receives a new concept of the social 


|obligations of business to the coun- 
itry, as well as the initiative and 
leadership of industry, we shall 
| have achieved a new position in our 
| national life.” 


“Racketeering” Charged 


Following Dr. McClintock’s talk 
there was considerable discussion 
{of the efforts of newspapers to wor 
with the Treasury Department in 
promotion of war bond sales. It 
was reported that some newspa- 
pers who approached advertisers on 
the subject of sponsoring Treasury 
advertisements were accused of 
racketeering, and a resolution was 
‘adopted requesting the Treasury to 


send letters to the mewspapers 
authorizing them to make _ these 
solicitations. Dr. McClintock said 


that he believed this cooperation 
would be supplied promptly. 

News of the activities of the 
Canadian government in the adver- 
tising field was given by Ian Mac- 


donald, general manager of the 
Canadian Daily Newspapers Asso- 
'ciation, Toronto, who told of the 
| successful floating of four war loans 
in Canada through paid advertising 


ins 
ed, 
ive 


er- 


at a cost of 0.1 per cent. The | 
{were 40 per cent over-subscri! 
jhe said. Salvage campaigns | 
|\likewise been promoted by ad 
| tising, which has also been used 
ithe government to obtain pre} 
ment of income taxes. 

| “Inflation has been licked 
| Canada,” said Mr. Macdonald, “end 
| advertising has helped to co th 


by 
7 


|job. The government is now (©.n- 
ada’s largest advertiser. It S 
|}used advertising to explain e 
price ceilings and win trade nd 
public cooperation. Advertis'ns 

n 


|helped to get a favorable vo! 
the recent plebiscite on ove! 
service of conscripted men. Aa\cr- 
tising in Canada has proved its‘ 

| Mr. Macdonald closed by pred «t- 
‘ing that in the adaptation of 
plants to civilian needs in the te 
|war world, advertising would p \) 
'an important part. Millions ms 
|be fed and the world rebuilt, 
| declared, and advertising will speed 
| the accomplishment of that task 


‘Hutchins Adds Seven 


| Hutchins Advertising Comp 

| Rochester, N. Y., has added the 
lowing new Rochester accou! 
Haloid Company, American Bre 

|} ing Company, Harper Method, I: 

| Ilex Optical Company, Internation © 
Laboratories, Scranton’s Book @! + 
Stationery Company, and J. Hu 

| gerford Smith Company. 
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ADVERTISING AGE 


It’s 1,790 miles airline from Los Angeles to 
Chicago. The 180-mile per hour transport took 
more than ten hours to make it, however; and 
the passengers took a beating every hour. 

The pilot breathed easier when he scanned 
the flight plan handed him at Chicago. “From 
here in, we're cookin’ with gas.” After ten 
minutes of climb, he leveled off, cut his motors 
to cruising, set the robot control, and lighted a 
cigarette. The ship rode through the night like 
a feather bed. The passengers dropped off to 
sleep. She was on the concrete at LaGuardia in 
three hours and five minutes. Airline distance, 
Chicago to New York—726 miles. 


Five days out of seven, a mile deep river 
of air runs from West to East. It adds five to 
sixty miles an hour to the Eastern flight from 
mid-west, shortens the schedule from one to 
two hours compared with the Westward run. 
Nature makes it a preferred trafficway of the air. 
Pilots take advantage of it, save gas, effort, time. 

Nature, instinct and habit, make trafficways 
for advertising, too, lines of least resistance to 


... River of the Air 


mass eyes, minds and impulses . . . The eye is 
drawn to pictures and color, assimilates the 
story and sense in pictures without effort. The 
instinct to look, and learn by looking, long 
antedates the written sound, the acquired ability 
to read words . . . The Sunday comics are the 
current descendants of the pictures on the cave 
walls, have never lost their hold on the eyes 
and minds of modern men. 

The Metropolitan Group makes available 
to advertisers the attraction of the best comics 
available . . . in 19 big city big newspapers. 
These Sunday comics sections have the widest 
reception of any media—81% men, 79% women, 
and virtually all the children. Liking and habit 
makes the reading regular, every week. 


Extend this advertising attraction to 
11,000,000 families—the best families in the 
markets that account for two-thirds of all retail 
sales—and obviously Metropolitan Group is a 
major trafficway for advertising. . . . Major 
coverage and penetration, in major markets; at 
a cost comparable with r.o.p. rates, Investigate! 


Metropolitan Group 


Baltimore Sun « Boston Globe « Boston Herald « Buffalo Courier-Express « Chicago Tribune 
Cleveland Plain Dealer « DesMoines Register « Detroit News « Detroit Free Press * Milwaukee Journal 
Minneapolis Tribune & Star Journal « New York News « New York Herald Tribune « Philadelphia Inquirer 


Pittsburgh Press ¢ Providence Journal « Rochester Democrat & Chronicle * St. LouisGlobe-Democrat « St. Louis Post-Dispatch 
St. Paul Pioneer Press * Springfield Union & Republican ¢ Syracuse Post-Standard * WashingtonStar « Washington Post 


220 East 42d St., New York « Cuicaco: Tribune Tower « Detrorr: New Center Building « SAN Francisco: 155 Montgomery St. 
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This is New York at night, in 1942. 
Proud city of light, shamefully 
shadowed to shroud our ships, and 
Save our men at sea. 
Sombre symbol of all our enemies 
want and hope for us... to send us 
back into darkness. 


Darkness which denies a Living God 
and free worship; strives to bring back 
a brutal pagan code. 

Darkness which denies the decency 
of man, holds him an animal of the 
state, fit only for work or death. 

Darkness which also discriminates 
against race, sets the accident of birth 
above the brotherhood of man. 

Darkness which denies the free 
mind and free speech, destroys and 
dishonors the least dissenter. 

Darkness which denies every ancient 
dream of man, sets back the centuries 
of striving upward, wipes out the bloody 
steps, the slow, hard gains, the past 
great victories, the long advance. 


They will not, of course, prevail. They 
could not, even were we helpless and 
impotent. They would not, as long as 
the rush of free wind, the flow of free 
water, the free space of sky and sea, 
kindle the least spark of the free spirit 
in the least man. 

Because they offend against Nature, 
which makes hate the antidote of hate, 
certifies its suicide... 


All conquest seekers are cruel, victims 
of their own vanity. Of these outlaws 
of today, History will highlight their 
incredible stupidity. 
They could not understand... 
That a nation can be rich without 
being rotten; and a prosperous people 
need not be perverted. 
That while we preferred butter to 


Back into darkness... NO! 


guns, we were not unwilling to make 
and use guns in behalf of principles. 

That while we muddle and blunder 
and disagree among ourselves, we want 
no interference from outsiders! 

That with a free press, open news 
sources, and a national habit of dis- 
cussion—we are not susceptible to 
kindergarten propaganda. 

And that having had on exhibition 
at various times, innumerable species of 
Klans, Kleagles, politicos, paranoiacs, 
prize fighters, flagpole sitters, movie 
stars, personal appearances, prophets, 
saviors and comprehensive crackpots, 
we were not impressed by the Nazi 
noise and nonsense. 

We were not even amused... 


And lastly, they could not understand 
advertising. ..the force which has done 
so much in the past century to dissipate 
darkness, spread understanding and 
betterthe living standardsof A mericans. 

They could not understand that in 
a country of our kind of advertising, 
a Hitler and his hirelings could not 
get a foothold. 

And they could not foresee that 
advertising could re-sell principles, 
recruit soldiers and workers, enlist 
civilians in war activities and civil 
defense, prepare a public for rations, 
send Boy Scouts out on scrap hunts, 
raise relief funds, sell bonds and solicit 
funds with which to wage a war, settle 
strikes . .. help in a hundred ways in 
making a united people an integral 
nation ... serve as an aide for Victory. 

Afterwards, when this mess is over, 
advertising is one of the best benefits we 
can lend-lease to the rest of the world. 


Meanwhile, let’s carry on today’s busi- 
ness, war and what’s ahead, with our 
own uniquely American institution, a 
secret weapon that the Axis hzs yet to 
find—advertising. 
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™me American 


MAGAZINE 


... devoted to the dissipation of the darkness in American life, and 
the discovery of personal opportunity and accomplishment. . . 
written and edited for the people who give a damn in this country 


... bought and read with interest and results by 2,3 50,000families ... 
house organ of the millions who make opinion as well as sales... 


IN THE SERVICE OF THE NATION 
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8 ADVERTISING AGE June 22, 1942 


is the broadcasters who “want less 
attention.” 


. The witness charged that the only | suggested that radio get the same/|from FCC. In reality, he added, it | "HERS TO INSPIRE’ 
Fly Swings Both support for the Sanders bill has | status quo. 


come from “two or three special 


Philosophy “Wrong” 
interests,” and termed it “signifi- Mr. Fly charged CBS, NBC and | 


i cant” that the common carriers} He conceded there might be a|“the so-called National Association | 

IS .) a ouse which would be governed by a seg- ‘need for “some specific legislation,|of Broadcasters” with seeking to | 

ment of the commission under the |>Ut not legislation which follows |“blow the big wind, make a big 

. : split-up plan had shown no inter- | the basic philosophy of this legis-|noise and exert strong political | 

ommittee earing ony h lation.” He said he could and|pressure.’ Another of his more. 
a would make suggestions for reme-| picturesque phrases claimed that) A. My 


Charges “False Front” dial legislation. “you could take the gold dust in- 
Launches Full-Scale _ As to Mutual, Mr. Fly said he|yolved in the broadcasting industry Ke HIVE 
Chairman Fly charged CBS with|“holds no brief for Mutual” andjand blow it in the eye of AT&T | 
Attack wr Networks being the “leader” of the opposi- | added that this chain “will disagree | without causing it to squint.” hors \ 4 
and Sanders Bill tion, with NBC aiding along with | with me tomorrow and be in here| The chairman was besieged with ad 


its “related organization,” NAB.|to ask for help.” He included|a barrage of questions from com- 
“It ill behooves the networks to|MBS with the “big” organizations | mittee members as he attacked the 
come in here and put on a false) Which exercise “all of the con-|networks, with the debate ap- 
front,” he said, which prompted|trol” of broadcasting through proaching a heated state at times. 
Rep. James P. McGranery to com- | “Strings pulled from New York. The witness protested that the net- 
ment that the “false front seems to| He raised countless objections to} works “tried” the monopoly case 
be spread around on all sides.” specific proposals in the Sanders|before the Senate interstate com- 


sa 1, | bill, saying that the split-up plan| merce committee last fall, and are 
Chairman Fly turned to the bill had been tried and discarded, that|now “trying” it both before the 
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Washington, D. C., June 18.— 
Shadow-boxing ended and _ real 
slugging began this week as Chair- 
man James L. Fly of the Fed- 
eral Communications Commission 
undertook to deliver a knockout 
blow to proposed legislation before 


h H intersta e 
por olsen a itself only when pressed by com- 


i it would result in one of the two| House group and in the courts. Succinctly expressing the “beauty fo- 

: : bers, who questioned : > - 

After two appearances in which |™ittee members, |v sections being controlled by mem- morale” theme adopted by beauty ec 
the Sanders bill and other contro-|the relevance of his testimony 0n|}6,. from the minority political Wolverton Brings Smiles : tors, Coty, Inc. has scheduled this « 


versial radio matters were barely |FCC’s war activities. The witness 


eSS | barty and that the suggested inter-| Rep. Charles A. Wolverton, rank-| for the July 6 issue of Life—the iss 
mentioned, Mr. Fly finally reached replied that he would be “derelict” | Vention rule “would provide a field|ing minority member who had pre- which will have as its — cover a p 
the points at issue and launched a|in his duty if he didn’t tell “what|qay for lawyers.” viously indicated sympathy for the — = a yy : 
full-scale attack on the measure |the bill proposes to operate on.” MBS case as_ outlined earlier, ye 4 pp aay pyrene Bese ad per : 
and its proponents. As usual, the| As to the bill itself, Chairman Fly ATGE Brenget & brought a smile to radio men in pont nor pletures of Coty produ i. 
two major networks, National|used the same argument which he The Commission chief remarked |the audience by praising the back- J. D. Tarcher & Co. is the agency 
Broadcasting Company and Colum-j|had_ rejected when _ broadcasters |that the American Telephone and} ground of industry witnesses and : 
bia Broadcasting System, together |asked that newspaper proceedings |Telegraph Company “could take| suggesting that it be compared to 
with the National Association of |be terminated for the duration be-|care of itself” without help from 


that of FCC commissioners. He ° 
Broadcasters, were his principal | cause of interference with the war | broadcasters who claim the com-|drew from the witness a promise to MBS Damage Suit 
targets. agency. One committee member | mon carriers “need more attention” | submit the biographies of the seven 


men, only one of whom had any Up for Argumen! 
pero in radio before being in Federal Court 


Chairman Fly stressed that the 
commissioners have become experts 
through armres of study and anti~ bill of particulars in the $10,275,000 
mate association with their subject dean ; : é 

amage suit of Mutual Broadcast- 
and that they act upon the recom-|. Syst ae Catia Canncen, 
mendation of technical experts on ia — fr. = 
the commission staff. The discus- tion of America and its subsidiary, 
sion of experts which ensued led to|N@tional Broadcasting Company, 
a question as to average age of are scheduled in federal court here 
eer’ Se aka a the network-vs.-network and anti- 
same question was confined to the | trust legal tangles. ; 
legal staff, he reduced the estimate| Mutual, which filed the original 
to “not much less than 40” and|damage suit last January, claimed 
added that “some of the better ones actual damages of $3,425,000 and a 
are younger.” The youthfulness of triple amount under the anti-trust 
FCC attorneys has often been a|Statute, accusing RCA and NBC of 
subject of comment by FCC critics.| conspiring to restrict Mutual’s net- 

During the discussion of experts, | Work activities. 

Chairman Fly pointed out that Wil- 
liam S. Paley was “a cigar manu- 
facturer” before he became the! Following Monday’s scheduled 
head of CBS, and that Harry| arguments on the NBC demand for 
Butcher, former CBS Washington}a bill listing actual instances of 
vice-president who recently entered | damage and amounts, the defense 
the service, came from the National | motion probably will be taken 
Fertilizer Association. under advisement, indicating fur- 
ther delay in the prolonged court 
Rohrer Named President — ee - 

eanwhile, indications were tha 
of Eastern IAA the date for trial of the Depart- 

Graham Rohrer, advertising|ment of Justice anti-trust suit 
supervisor of Baldwin Southwark against RCA-NBC and the Colum- 
ggg oR bia Broadcasting System probably 
Works, has been will not be set before next fall at 

| the earliest. Latest step in this 


Chicago, June 17.—Oral argu- 
ments on a defense motion for a 


See Long Action 


elected president : . Pn 

of Eastern Indus- )action, which was instituted in the 
trial Advertisers |same Chicago federal district court 
Association for |last December, was the filing of 
the 1942-43 term. 
The association 
membership is in 
the Philadelphia, 
Chester, Wil- 
mington and 
Trenton areas. 
Poe officers 
elected are Harr 
Ellsworth, a Grohem Rohrer 
|sylvania Salt Mfg. Company, vice- i 
president; J. Mack Nevergole, 


answers June 9. Both networks 
| categorically denied government 
|charges of monopolistic practices. 
|NBC pointed out that its former 
|Blue network has been operated 
since Feb. 13 as a wholly-owned 
subsidiary of RCA. 


BLACKOUT 


Do your advertising illustrations resemble a Pullman porter’s 


Goodall Rubber Company, secre- 
puss in the Moffett tunnel? Do your customers and prospects _ oe > See woe: 
. Hills Bros. Releases 
use your reprints as blackout curtains? Employ the skill and Save Coffee’ Copy 
_— Hills Bros. Coffee, Inc., in a 
eee on advertisement headlined | 
es: experience of the J & O organization if you ae ee ee een | 


called on coffee drinkers last week | 
as | to volunteer for duty in the war on | 
i waste by measuring accurately the 
amount of coffee needed for each 
meal and to throw none away. The 
current ad appeared in a large list 


want to avoid these blackout blues. 


of newspapers in the company’s 
2. s marketing area from Cleveland to 
Pet. ALL CLEAR arp the Pacific Coast. 
; d The company used copy of a sim- More than 115,000 per- 
ilar nature in dailies last March ° +4ht 
. headlined, “Gone with the Tin?” and sons live within the Veoy 
featuring its new tinless vacuum A.B.C. City Zone, a majo 
cans made of blackplate. Hills Bros. 
JAH wR & OLLI ER ENGRAVING co. also is using some glass packaging. New York State market. 
“antes . ——— "Everybody" shops the 
oveptte . _ Mace Joins NAAN 4 +“ . dN 
Makers of Fine Printing Plates + Artists + Photographers Mace Advertising Agency, Peoria, 2 Ee 
a) has become the 25th member of papers, sole Troy dailies. 
National Advertisi A y Net- 
817 W. WASHINGTON BOULEVARD + CHICAGO + TELEPHONE MONroe 7080 k a ee 


work. 
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9 
a L 
No matter how many months or years this war may last, we passed the mental 
halfway point at MIDWAY. 
From now on, the American “‘let’s get it over with” spirit will affect the 
whole world. 
This changed mental attitude will work its magic on your job and ours. 
A vast opportunity beckons to all of us. 
Those of us who turn our hands to the manipulation of weapons will do so 
with a new aggressiveness. 
Those who stick to the typewriter and the press, will find new opportunities 
| for helpfulness . . . supported by new confidence in the fact that the future is 
| worth planning for, as well as fighting for. 
In industrial advertising there are greater opportunities than ever before. 
If you doubt it, look over the record of Industrial Advertising during the past 
six months. In that period of “taking it,” new lessons in the ways in which 
: advertising can be made a vital instrument of war, as well as peace, were learned. 
‘ New ways of making advertising helpful to the production line were 
4 developed. 
, These new techniques will be available from now ‘tll the day of triumph... 
and they will have their influence long, long afterward. 
From now on, you will find a greater tendency to plan, not only for the dura- ai 
r tion, but for the peace. 
or 2 : ii , , 
of Because we are “Midway to Victory” now is the time to take stock of the 
“ events of the past 6 months, to take a look into the future. 
r- _ - pk: 
nt Remember—a problem isn’t a problem if someone else has found the answer. 4. 
at « . . . 
t- The opportunity for a mental reconnaissance will come on June 29-30 and 
at July Ist. 
n- ¢ 
ly 
at 
iis 
ne ATTEND THE 
of 
‘ks 
ant 
es. 
er 
ed 
ed 
N.1.A.A. 
j » 7 
June 29-30, July 1 
: * * * * * * 7 * . * * * * 7 * * 


This Advertisement Published by 
THE McGRAW -HILL NETWORK OF INDUSTRIAL PUBLICATIONS 


The McGraw-Hill Publishing Company 
330 WEST 42nd STREET, NEW YORK CITY, N. Y. 
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ADVERTISING AGE 


Colorado Urges 


V-Card Plan of 
A) Vacations 


Pennsylvania to Spend 
$40,000 in Newspapers; 
Others Are Active 


Denver, June’ 18. — Colorado’s 
state advertising and publicity com- 
mittee looked to Washington this 
week for a favorable response to its 
suggestion of a V-card plan of 
vacation priorities, assuring John 
Q. Public an annual trip despite 
travel restrictions and rationing. 

Colorado ranks the vacation busi- 
ness among its leading industries, 
in common with many other states. 


But it is perplexed about the com-'| 


ing travel season because of uncer- 
tainties about nation-wide’ gas 
rationing, anti-travel edicts by 
some government officials and, on 


the other hand, equally impressive | 


official statements about the neces- 

sity of vacations as a 

upholding civilian morale. 
As a possible solution to the 


means of | 


| problem, Robert E. Warren, director 


of publicity, told ADVERTISING AGE, | 


Colorado officials have proposed the | 


V-card plan which would permit an 


annual vacation trip per year per | 


person, lifting all travel restrictions, 
|including gas rationing, for the trip 
t 
area. 

“If the recreation and rest of an 
annual vacation is necessary for 
all-out production in the civilian 
war effort, as testified to by high 


|government officials and medical 
|authorities, then a travel priority 
should be issued and _ vacations 


should be put on a_ systematic 
basis,” Mr. Warren declared. Vaca- 
tion travel would be permitted only 
on week days, relieving weekend 
congestion on railroads and _ ter- 
minals, but each citizen would be 
assured of bus or railway transpor- 
tation, or enough gasoline to carry 


|him to and from the vacation area. 


V-cards could be issued through 
the existing rationing system. 


TO SPEND $40,000 

Harrisburg, Pa., June 17.—Within 
the next three months, Pennsyl- 
vania intends to spend $40,000 in 
newspaper advertising in an effort 
to attract vacationists from _ the 
seven adjoining states. All na- 
tional magazine 
been eliminated. 


Mark S. James, secretary of the Madison, Guilford, Clinton, West- 
Pennsylvania Commerce Depart- brook, Old Saybrook and Old 
ment, announced that the advisory | Lyme. ee 

P ac >} . < Spe B é 4 
wanes Sas bape Mes oa | be used in the advertising campaign 
on luring visitors from New ’| based on a humorous approach to 


New Jersey, Delaware, Ohio, Mary-| qim-out and rationing problems. | 


» and from the selected vacation | 


jare advising, 


advertising has | 


land, Virginia and West Virginia. | 
“We want every one, especially war | 
workers in need of relaxation, to| Long Island south shore resorts 
come into Pennsylvania where they | have formed Metropolitan Seashore 
can enjoy many unmatched resting |Committee to promote the summer | 
places,” Mr. James asserted. “We | resorts from Point Lookout to | 

, however, that they lantic Beach, Long Beach and all 
alae tn shostent soutien to reach the Rockaways to Rockaway Point. | 
take . owe A “....| raking advantage of gas and tire 
desired spots, and remain there for rationing, promotion will be based | 
the entire vacation period. on proximity to New York City and | 
availability to bus, rail and subway | 
transportation. 

Two copy themes will be used in 
the campaign already started and 
which will run all summer in all 
New York City newspapers. First, 
“Hitler Can’t Black Out the Sun,” 
and second, “Spare Your Car but 
Don’t Spoil Your Vacation.” Jasper, 
Lynch & Fishel is the agency. 


Use Vacation Copy 


Massachusetts Continues 

The Massachusetts Development 
and Industrial Commission is main- 
taining its recreational promotion 
in spite of wartime travel restric- 
tions. Current copy, which first ap- 
peared in the New York Times and 
Herald Tribune, portrays dramatic 
incidents in the history of Massa- 
chusetts, linked to today’s war 
spirit. James Thomas Chirurg Com- 
pany, Boston, is the agency. 


‘Buy Bonds Now, 


Form Shore Association 


June 22, 1942 


‘AFTER THE WAR’ 


San Francisco 


A story-book adventure 
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: Californians Ine 
pan om | 108 Morker Street See Frescions. «ahifore 


Buy War Bonds sad Stamps Now + See Califermce after the War 


| 


. ct eee | See California 

owns along e shore line of| ‘ 
Connecticut have formed Shore Later,’ Is Advice 

Line Association, Inc., to promote) 

tourist trade during the summer San Francisco, June’ 17.—To)|} 
months. Curtiss Johnson, publisher) build a reservoir of travel business 
of the Times, Guilford, Conn., 1s) for the future, Californians Inc. has | 


president of the organization, which 


launched a new campaign in news- | 
includes the towns of Branford, 


papers from coast to coast, built 


ONE OF A SERIES FEATURING THE MEN AND WOMEN WHO MAKE SONOVOX SERVICE 


Here’s O. A. (Andy) ANDREWS, 


Sonovox 


Remember the 
Walt Disney's “Dumbo”, 


tle locomotive chuffed painfully up a 
long grade saying “I think I can, I 


think—I-—can, ete.” 


erating down the other side saying “1! 


thought—I 
Ithoughticould!”? 


Well, that little sequence reminds us of 


nothing else quite so much in the world 


as of our own Mr. Andy 


York Production Director for Sonovox. 
. Confronted with any sort of Sonovox 
problem, Andy is at first pessimistic, 


then doubtful, then hopeful, then en- 


thusiastic — and the 


. CHICAGO 


CHICAGO: he No Michigan 


Franklin 6474 Plaza $-4151 


Sonovox 


then went 


could, | thought | could. 


next 


> MEW YORK: 25> Part Ave 


sequence in 
where the lit- 
with it! 


accel- 


and puffing! 


What sort of singing or talking sound 


gram? 


Andrews, New 


thing you 


“Talking and Singing Sound” 


Producer! ve 


know he’s got the whole thing under 
control and is literally running away 
Probably over half the won- 
derful singing and talking effects you 
hear on the radio these days and nights 
were born in the midst of Andy's huffing 


could we work out for your radio pro- 
Frankly, we don’t know—the 
possibilities for ear-catching, merchan- 
dise-moving “plugs” with Sonovoex have 
scarcely been scratched. ... If you want 
us to work out something really hot 
for you, all you have to do is ask! 


How about it? 


WRIGHT-SONOVOX. INC. 


about this wartime advice: “Buy | 
war bonds and stamps now—See 
California after the war.” 

The series is scheduled to appear 
in 35 newspapers in 28 cities, from 
Seattle and Portland eastward to 
New York and Boston. The non- 
profit promotional organization de- 
termined to tell its new story after 
|}a continuing study of travel into 
central and northern California 
showed that tourist business during 
|the first four months of 1942 fell 
|off 63.6 per cent, but that business 
|travel was greatly increased. Army 
and Navy personnel, and war work- 
ers in increasing numbers, 
boosted travel in the area. 

Initial copy in the new series, 
appearing the week of June 8, said 
frankly that Californians Inc. is 

oratories. etc. since 1988. “not inviting merely pleasure seek- 
Joined Wright-Sonovox, Inc.—|]€TS now because of the national 
September, 1941, dedication to the war.”’ But to those 


Four wears, 
University of 

Three 
tl. of N., Dramaties 

Twenty-two vears, 


Nebraska 
wears, 


also 
in the entertainment field as 
writer, song writer (over 300 
songs), singer, actor, pro- 
ducer, Associated with net- 
work shows for Ford Motor, 
General Foods, Shell Oil, 
Swift, Pepsodent, Miles Lab 


who are members of the armed 
in the service, the 
promises that San 
offers the attractions that have 
made it famous. A word of cau- 
tion is added, telling visitors to 
arrange transportation and _ hotel 
accommodations well in advance. 


organization 
Francisco still 


The travel study showed that 
tourists coming to the region by 
private automobile decreased 33.5 


per cent during the ffirst four 
months of °42, as compared to last 
year, and bus travel was off 17.4 
cent, while rail travel gained 
21.3 per cent and airline travel 47.5 
per cent. Tourists and_ business 
travelers spent an estimated 
$7,389,000, compared with $11,476,- 
|000 in the 1941 period, a decrease 
of 35.6 per cent. Hotel business 
indicated, however, that the loss 
was offset by the expenditures of 
those in the definitely war-con- 
| nected categories of travel, the 
| organization explained. 


CBS Appoints Gammons 
Washington Director 

Earl Gammons, manager of 
WCCO, Minneapolis, has been 
named director of the Washington 
office of the Columbia Broadcasting 


cher, who has been called into 
active service by the Navy. 

when the network purchased 
WCCO from _ the Washburn- 
| Crosby Company, now a division of 
| General Mills. 


| 


ew Accounts to Tyson 


O. S. Tyson & Co., New York. has 
been appointed to direct advertis- 
ing for Vulcan Proofing Company 
and New Era Mfg. Company, New 
York. ; 


.... NEW YORK... . HOLLYWOOD 


SAN FRANCISCO: ||: Switer 
‘ Sutter 43555 


FREE & PETERS, INC., Exclusive National Representatives 


HOLLYWOOD: 56:2. Gordon 
Gladstone 3949 


Marks Joins WOAI 


| George Lee Marks, radio writer 
and producer, has joined Station 
WOAI, San Antonio, as production 
manager. 


ATLANTA: 522 Palmer Bidg 
Main $667 


forces, or who are visiting someone | 


System, succeeding Harry C. But-| 


Mr. Gammons joined CBS in 1927 | 


Californians Inc. used this 205-line by 
4-column space in 35 newspapers to tell 
pleasure seekers that they are NOT in- 
vited now but that a good idea is to buy 
war bonds and stamps these days and 
"see California after the war." 


‘Rochester Times-Union’ 


Caters to Service Men 

A new method for directing ad- 
vertising to men in the armed 
forces is being promoted by the 
Times-Union, Rochester, N. Y. Each 
Tuesday the Times-Union publishes 
a “Victory Page” containing “news 
of the past week from the home 
front.” 

The paper urges readers to clip 
the page and mail it to local men 
in the Army, Navy, Marine Corps 
and Coast Guard. Sample pages 
have been mailed to other news- 
|papers throughout the country to 
|stimulate their adoption of simila: 
| pages. If sufficient papers adopt 
|the plan, the Times-Union reports 
such “Victory Pages” can be sold as 
ja national medium as wellas a good 
will retainer for local advertisers 


Mutual Life Insurance 


who come on essential business, | Launches New Drive 


Mutual Life Insurance Company, 
New York, has launched a maga- 
zine campaign to promote four new 
policies issued by the company to 
meet today’s needs. Insertions will 
appear throughout the rest of the 


year in American Home, Better 
Homes & Gardens, Collier’s, Life. 
|The Saturday Evening Post and 


| Time, on a once-a-month schedule 

Directed at those working on the 
“home front,” the campaign will 
emphasize the “bigger job” the life 
premium dollar has to do in war- 
time. Doremus & Co., New York. is 
the agency. 


NEW HAVEN 
_isZ Ube! 


| 


| 
| 


| 


| 


America’s first submarine attack wat 
made by a New Haven man, Davie 


Bushnell. He made an underwate! 
boat to carry an explosive charge 
which, when fastened to the wooden 
bottom of a man-of-war, would destros 
the ship. The boat was taken from ‘e¥ 
Haven to New York harbor. A friend 
of Bushnell’s proceeded to attack | ord 
Howe's flagship, the Eagle. Proceed- 
ing under water to the Eagle, it “45 
found the ship had a copper bottom 


Che New Haven Register 
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Oh, Give Me © 
a FIOME * 


Where the Buftalos Roam | 
ground gets awful 


hard along about 2) 


Not for the Joe Wrights’ 


Lhey always were a Home-loving Bunch 


X% If you haven't met 
the Joe Wrights, we'll 


send you their story. 


Can You Use Over 
2/3 Million 


Wri ght Families? 


ALL MAGAZINES SELECT AUDIENCES 
OURS isa FAMILY Audience. It creates a planning and buying 


mood for your benefit every time the magazine is picked up. 
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Price Control Problems 


The Office of Price Administra-|basis of the March ceilings. 
tion is faced with the serious dan-| In the meantime, however, indus- 
ger of the almost complete collapse |tries confronted with an impasse of 
of the price control program. This| 
is admitted by most of those con- 
cerned with the administration of 
the plan. The OPA is 
honestly and sincerely to apply the |faced with a shortage of goods in 
program as a barrier to inflation, |many lines, loses still further the 
and manufacturers and merchants | opportunity to supply the minimum 
are anxious to cooperate with the |needs of consumers whose require- 


| production while their problems are 
| being considered at Washington. | 


objective, while confronted with the |ments nevertheless must be met, 
. » . . . | 

practical difficulties affecting their | somehow. 

own individual businesses. | Many retailers have not yet made 


The roll-back method of adjust-|routine compliance with the price 
ing manufacturers’ prices is the|control regulations through posting 
only palliative thus far offered to|of ceiling prices. 
retailers confronted with the prob- much because they are opposing the 


lem of replacing goods at higher|plan as because the physical task is 
prices than those on which their |almost too much for the small mer- 
ceiling prices were based. As Fred |chant to handle. The drug trade is 


Lazarus, leading department store!accused of being a laggard in com- 


executive, told a group of news-!pliance—and yet the druggist, with 
paper executives recently, when /|limited manpower, is expected to 
costs of materials and labor rise, | fill out all the items in a 250-page 


prices have got to move. But even 'book in order to establish his ceil- 
assuming that manufacturers can 
absorb some of the differential, it 
takes time and involves production 
losses to negotiate roll-backs. The) 
recent reduction in soap _ prices, 
which canceled a previous advance, 
cost $75,000 and some weeks of 
time to work out. 

The price ceilings probably will 
be pierced. The adjustment on 
women’s and children’s garments enthusiastic support of the plan, 
already authorized indicates that|and to help retailers to make it 
the OPA is willing to admit that) workable. Even more important, 
the price ceiling is not inflexible however, is frank recognition of its 
when it is confronted with an im-|weaknesses and defects, and prompt 
possible situation. So it is fair to|action, through a combination of 
assume that other classes of prod-j|roll-backs and price adjustments, to 
ucts will be permitted to carry new|remove the _ factors which, left 
and higher prices when the manu-|alone, may cause the entire anti- 
facturers demonstrate that they and inflation campaign to bog down in 
their retailers cannot operate on the | inaction and apathy. 


Washington Gets Our Story 


Organization of the advertising, 
techniques of the entire industry, 
including producers and creators of 
advertising ideas and materials, for | 
the service of the government in 


Many of the druggists 
have insufficient records for the 
purpose, and small merchants in 
other lines are in the same boat. 
OPA has thus far made only 
limited use of advertising facilities 
in getting trade and public cooper- 
ation. The techniques of advertis- 
ing must be employed to win more 


probably 


urgent needs of the nation can be 
simplified, dramatized and sold to 
the American people. 

Advertising, directed and spon- 
sored by government agencies, and 


helping to win the war, is the|underwritten by individual indus- 
exclusive assignment of the Adver-j|tries, is gradually shaping itself 
tising Council, whose members, as|into forms familiar to the public 


Dr. Miller McClintock has declared, 
have rolled up their sleeves and are 
working like hell to get the job 
done. 

It is heartening to be told, there- 
fore, that Washington, often suspi- 
cious and lacking in understanding 
of business functions, is beginning 
to see that through advertising the 


and keyed to the public psychology. 
This kind of service by advertisers 
and advertising to the national 
objective of winning the victory 
will have the important byproduct, 
we feel sure, of selling the purpose, 
function and justification of adver- 
tising to the men who determine 
the policies of the administration. 


struggling |Thus the civilian economy, already | 


National Publishers | 


10 Gm a Copy, $2 a Year | 


JUST A CASE OF REVERSE ener 


SER ees 
d eae 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or throug! 
ADVERTISING AGE, by any nationa 
advertiser or advertising agenc; 
executive writing on his busines 
letterhead. 


No. 1999. Profits 
Advertising. 
Popular Mechanics Magazine h: 
issued this 24-page booklet covering 
the subject of classified advertisin; 
It contains advice on what to offe:, 
how to prepare the advertisement, 
and selection of profitable medi: 


from Classific 


along with other helps for th: 
direct seller. 
No. 2000. The New Dominion. 


Virginia, the ‘New Dominion” of 
industry and business, is introduced 
in this market study issued by the 
Richmond Times-Dispatch and the 
Richmond News Leader. A hand- 
some job from a production 
standpoint, the book contains 64 
pages, ring-bound in hard covers, 
and provides a thorough analysis of 


A. JOMN FAUNUS 


Collier's 


Ad-libbing se 


New Opportunities 


higher costs and frozen prices cease | 


This is not so} | 


ings for the benefit of consumers. | 


jand urges 


Interesting and unusual is this 
full-page advertisement from the 
Times, Tampa, Fla., paid for by the 
Central Life Insurance Company of 
Florida, Negro organization. As you 


NEW OPPORTUNPHES. 3 
FOR THE NEGRO SOLDIER 


| we aamy 
| 
} v ™s a comms 
Rone 
TE NAVY 


tMLIST NOW. YOUR COUNTRY NEEDS YOU 


4 SURE TO SURE WITH 


pb dt 


can see, it expounds the “limitless 
opportunities that await Negroes in 
the armed forces of this country,” 
“all Negroes of Tampa, 
of Florida, and of the 


the state 


country” to investigate the situa- 
tion at their local recruiting sta- 
tions. 

Another interesting and unusual 
newspaper advertisement of the 
past week was that of The Hub, 


Chicago men’s clothing store. Pre- 


jsented as a message of confidence 


from the store’s founder and pres- 
ent active head, 96-year-old Henry 
C. Lytton, it was dramatic because 
of the history of its writer. “I have 
lived almost 100 years,” it started 
off, pointing out that all through 
our national history “confidence in 
the leaders of our government and 
our nation’s business has made us 
the great country that we are.” 


Death to Pessimists 

So far as this column knows, the 
Pennsylvania Rubber Company 
magazine advertisement which ran 
in mid-April and which was chron- 
icled in these pages at that time, 
reporting that an entirely new, 
silent version of the famous old 
Pennsylvania vacuum cup tire will 
make its appearance after the war, 
is the only announcement yet made 
to the general public in which a 
specific new product for post-war 
introduction has been featured. 

Pennsylvania has also produced a 


small booklet for dealers and sales- 


men, called “Let This Be a Lesson 
to Pessimists,” which is a morale 
builder if we ever saw one. It is a 


|great plug for the new silent Penn- 


| Sylvania vacuum cup tire, of course; 


| but we’re definitely 


the Virginia newspaper market, 

Richmond, Hampton’ Roads, 
and four minor trading 
areas. The pages are _ illustrated 
| with photographs, maps and graphs. 


but at the same time it is presented | 

as an example and a_ proof of | No. 2001. Packaging and Display. 
American inventive genius which} The California Redwood Associa- 
will help to make the post-war|tion offers this illustrated folder 
period one of remarkable advances| which points out the advantages of 
in science and industry, with cor-|California Redwood as a substitute 
responding advantages to every|for packaging and display materials 
segment of the population. As|now falling under wartime restric- 


Pennsylvania’s advertisement said: | tions. 

“When you wonder what is going ; 

on behind the scenes in the Ameri- | No. 2002. Business Trends. 

can inventors’ war effort, think of In this bulletin, the Milwaukee 


Journal shows Milwaukee and Wis- 

i'consin at war—conversion of their 
industries to war production—and 

Appetizing Ad the effects on industry, agriculture 
Someone has been sending us |and trade. 

copies of a Kentucky weekly, from 


this vacuum cup tire development, 
and multiply it hundreds of times.” 


which the intriguing advertisement No. + The Story of Printing 
|shown here was culled. We're not | ™ = 
very wise in the uses of whole slop,| The history of the art of ink 


making and how the early printing 
inks were made are told in this 
folder issued by General Printing 
} |Ink Corporation. The folder also 

j}has an interesting story on “Colo! 
Then and Today.” 


= 1997. Indianapolis Railways 


intrigued with 
the statement that the first to come 


Whole Slop 


Standard Rates and Data. 

Street car riding is booming in 
Indianapolis, says this booklet, 
issued by Reid & Severin, Trans- 
|portation Advertising. The booklet 
|contains market data for Indian- 
|apolis, a transportation map of the 
| Indianapolis Railways system and 


15¢ Barrel ‘facts about its equipment, with a 
tabulation of car card space rates. 


Kentucky River Ne. ed The Making of a 2 
Distillery, Inc 


Camp Nelson, Kentucky 


NICHOLASVILLE PHONE 522-F-12 
First Come -- First Served 


This is a reprint of the booklet 
issued some time ago by McCand- 
lish Lithograph Corporation, which 
|tells the story of the making of 4 
'24-sheet from idea to finished 
panel. It also includes some refer- 
ence data for artists and production 
managers. 


No. 1971. 
Area. 
served. A} Memphis Publishing Company, 
friend of ours who once spent a/| publisher of the Commercial Appea! 
weekend on a farm insists that| and Memphis Press-Scimitar, ‘as 
whole slop is something that’s very | issued this new map, which incor- 
good for feeding to certain domesti- | porates sections of the four sttes 
cated 


The Memphis Trade 


the first to be 


will be 


animals, but we're not con-| making up the Memphis trade a. 
vinced. To us the combination of |A table provides figures on re‘ail 
distillery and Kentucky has very|sales, population and newspaper 
little to do with animals, except | coverage of counties and towns 0’ er 
maybe those peculiar ones which | 2,500 in the market. 
sometimes make unexpected ap- 
pearances at the end of the bed. |No. 1996. Spot Broadcasting r 

: Sales. 
Jottings John Blair & Co. has issued t's 
Eire still wants to keep out of|brochure, which tells the story of 


the war, but finds it has to suffer 
the same pinches as the participants. 
Latest crackdown is on newsprint 
with daily newspapers receiving 
only 13% per cent of 1939 consump- 
tion; weeklies, 15 per cent; 
other periodicals, 25 per cent. . . 


spot broadcasting and gives n 
illustrations of its successful us¢ 
well-known advertisers. It of! 
suggestions on how to buy 


time, how to reach profitable au 
and ences and how to keep advertis!s 
rapid chang 


in step with today’s 


re ee, : eee oe 
} = a a 
Eee eee aS 
oe ail 
Eee a oS ¥ Lo RE 2 Fy ees: 
jabs 1:22 peeps te eee 
3 RRSP a ae 54 ate 
= wy Fis 3 Bate : LS aie if » Peeks 7 r 
é i, Baye as SS ge Se) Fea aA ied eat 
: } ENS 3 ib, BA Red ne pee es Of oe : 7 . 
is rae Pace SES of yc List ay Eat RAN COE RENE | ey | Satta, Se 
Sea Fix. ae ese BES : RA on BAP AS ‘. ia *: a 
. aes ate ti " 52 > 7 a tear eS mee a: aia 
¢ hs, Sinn ees ae SED Ty ARPA A ae. 22 fa 
a4 Me = — ee ee 
me RRA f LEC ay. Fe ae zr4%, bees. Aa OPE Ae aa LLL ERE PLS EEN OR LI 
oe eae frat prgh a lk, 2g aoe Keene ee ce 
F MB Beater Beetles 
re pag 1, SY Pee ER «or4 Leake dere ind age 
~ es Re aly cn se . ay. aoe eds a eile 
nee ‘een a aS ar gtinc Aen “ie 
Ee eeie oy Cam Co” i e+ A 
ay we ae ey wire: ia ee a, a tae eee os eee 
eee ia, Se a iS RN, 
TT Re, Bers Be aie Newt $.:. 7 ie. ae Se niet {aa 
i ae See ee ae ee Sige MRE aa igi a, cc 
a 2 eee * I tes ie —— ee ee se 
a ee ~*~ ere aes a 
; : be cane, = Aer 2 Ug ae eee  : : 
a ae 2 eile oe aR BLACKOUT] | 
heaadd ie aie a 
e (TE —s«és ey ee eee ee ee ee 
‘eae a age a en, ey, ye o a 
po oe _ = pagel ae Fi sa oye Pees, ‘e se ~~" Berri i: Ragone. 
siete Mh eo _ J leilis "a Bi oe Poe Pn ba as ie : 
pi oe a : eee be 4, Se 
poe ae eG eo ae 3 eee ee 
Pen eee oe ee <a: gm 
ne cai | ie: am 5 52, aay 
tae af | "T - Daraaa ae a5. 9 ie 7 feat Flag ae 
eee Po i pe or a) a pera 
ee | 
ee | | 
_ 
Nak 
‘ ee 
abies 
ae S| | 
ae * > 
- : ee ; | | 
4 lig fi : = v ‘ 
a ae ‘ &-Pe 
onl 7 Sate ' wx 
a : 
$y Bes: ( 
ae y ae | 
Dy" <0) a | 
é ee ™" — a | , | 
a a 7; 
oe ie — — 4 
ee. . 
moe J 
Tae I t 
= 
Sea 
a ees R 
Bi l 
| | a 
_ Pe : 
. eee 
* 
> y ‘ 
Q Cav isice. co es a “i WS eb aor Fo ‘eh, GE: a - is i. SA ts is ge oe bx: : (ia 2 te" e ia? pm Psa ay Soe i t ree re ie ae! wank ore is HRP Ee: 


June 22, 1942 ADVERTISING AGE 


13 
* * 
. « 
Good Housekeeping Magazine 
eANnounces 
an important extension of the unique services of the Good 
| Housekeeping Institute. * George W. Alder, Technical 
Director of the Institute, will head a new division partic- 
ularly concerned with “Product Use and Development.” 
WITHOUT abating the hours and effort our national recovery. ‘or over 40 years, many great American in- 
devoted to current problems of wartime The rich and varied experience of half a dustries have consistently used the Institute’s 
health, nutrition and conservation, Good century’s intimate research on the needs and intensely practical knowledge to better the 
Housekeeping Institute offers its laboratory activities of American homemakers furnishes design and construction of their products. 
facilities, and the skill, experience and un- impartial data on consumer reactions. Solving such problems continues to be the 


stinted time of its editors, engineers, chem- 


Institute’s basic service to maker and user. 


ists, home economists and other technicians You are invited to make use of any assist- — 
| A BOOK describing in detail the ia 
| to manufacturers and their research and Institute's equipment and the abil- 


ance which the Good Housekeeping Insti- 
ity of its trained staff to help solve 


| experimental personnel now facing mainte- problems of product use and de- tute can extend. It will be given without 
| velopment is in preparation. While 
nance problems of present products while | intended primarily for executives in obligation, and in all confidence. 
| charge of product research, a few 
planning the great new products whose quick copies will be available for others \ppointments should preferably be made 
interested in the subject. An early 
availability when peace returns will speed request is advisable. by letter. Your correspondence is suggested. 


, 

GOOD HOUSEKEEPING INSTITUTE 

: Product Use and Development Division a 
r GEORGE W. ALDER, Director 


959 Eighth Avenue, New York City 
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Wants Postal Rates Frozen 


In harmony with the over-all 
general price freezing regulations 
issued by the government, the Na- 
tional Council on Business Mail has | 
endorsed the freezing of postal! 
rates for the duration. As a defi- | 
nite step in that direction, the 
Council advocates immediate pas- 
sage by Congress of the Romijue 
Bill, H. R. 4618, whereby first-class 
postage rates would be established | 
by act of Congress. 


186 aceNcits, big and small, are 
currently ysing Business Week for 364 | 


CLIENTS selling to management-men! 


‘Keep Advertising, 
But Make It Pay,’ 
Benson Declares 


New York, June 16.— Agencies 
must, more than ever before, make 
their advertising informative, con- 
structive, efficient and _ profitable, 
according to John Benson, presi- 
dent of the American Association 
of Advertising Agencies. 

Speaking before a meeting of the 
New York Newspaper Representa- | 
tives Association last weekend, Mr. 
Benson warned that any attempt to 
induce industries to advertise be- | 
cause it is cheap is a cardinal error. 

“So-called institutional advertis- 
ing ‘to keep a name before the pub- 
lic’ is a dead letter today,” Mr. Ben- | 
son said. “Advertising today must 
either help the war effort or help | 
consumers. Unless it performs a| 


be considered an allowable cost of 
| business, might offend the govern- 
;ment, or be resented by the public, 
he continued. 


“It Must Pay” 


| “The agency’s 
|\the media from whom it receives 
its commission, and to the advertiser 
whom it serves, is to make adver- 
tising pay, and to secure all the 
new, meritorious advertising that 
can be obtained,” he added. “Such 
|advertising sustains the freedom of 
the press through guaranteeing its 
financial independence.” 

Mr. Benson called upon the news- 
paper representatives to seize every 
opportunity to inform government 
departments of the value and cost 
of advertising production and space. 

“Space and time are not a proper 
gift,’ he emphasized. “They are 
stock in trade, to be paid for like 
tanks and guns. None should be 
asked to give away trade products 
that they must sell to survive.” 


legitimate service it will render ir- Dallas Ad League Elects 


reparable damage to the industry’s 
growing standing with the govern- 


/ment and with the public.” 


With these cautions in mind, ad-| 
vertising agencies and media sales- 
men must encourage the business- 
man who is afraid to advertise 
because his advertising might not 


New officers of the Dallas Ad- 
vertising League are Robert L. 
Johnson, Texas Power & Light 
Company, president; Mrs. Thelma 
Gaines, Thelma Gaines Research, 
first vice-president; Don Baxter, 


| Dreyfuss & Son, second vice-presi- | provided in 


dent; and Louis Yeidel, Texas Let- 
ter Company, secretary-treasurer. 


“I thought you said ONE tank, 


NE tank? 


That was all that WGY, co-operating 
with Schenectady high schools and service 
clubs, aimed for in a recent campaign to sell 
enough War Bonds to buy “A Tank for 


MacArthur.”’ 


But if the Japs should expect the people 
of Schenectady to contribute only one tank, 


honorable stooge. 


Marley, Princess Paul 
Thomas appeared as guest-authorities on 


WGY-originated 


yy 


Sapieha, Norman 


educational programs. A 


third wire service was added to the station’s 
news facilities. All-night broadcasting was 


inaugurated. WGY’s Announcers’ School, 


they would be fooled. The drive netted 


enough to buy five tanks and 


jeeps. Commented the N. Y. Herald-Trib- 
une: ‘“‘Schenectady Shows the Way.”’ 


The series of programs with 


helped boost that campaign is one of the 


an escort of These are t 


which WGY 


reasons why ‘GY was awarded the William 


B. Lewis certificate recently for ‘effective 
education of its radio audience concerning 


the war effort.” 


There were other reasons. 
cational programs already established before 
Pearl Harbor were “‘drafted”’ to war service. 
Five new war-education programs were 
created and put on the air. Erskine Cald- 


well, Louis Fischer, Granville 


Nine edu- 


Hicks, Lord 


first in radio, concentrated on instruction 
in news policy and presentation. 


he foundations upon which 


WGY is building a record of service in 
this war—a service not merely of lending 
the Government hours on the air, but of 
giving “brains, heart, energy.” 


responsibility to} 


HS&M Department 
Explains Credit 
Rule to Dealers 


Chicago, June 17.—A new illus- | 
tration of how an advertising de- | 
|partment operates as an effective 
| service unit was provided this week 
as Hart Schaffner & Marx for- 
warded to dealers a wartime kit 
dealing with the new credit regula- 
|tions which will become effective 
| July 10. 

In a letter signed by E. R. Richer, 
| vice-president in charge of adver- 
|tising, the Chicago clothing com- 
pany explained the use of the kit. 
It includes three form letters to be 
|sent to customers at different dates 
|as the deadline approaches, remind- 
|ing them that accounts must be ad- 
justed in order to comply with the 
\law, Regulation W of the board of 
|governors of the Federal Reserve. 
|A newspaper advertisement which 
| should be run on Monday, July 6, 
‘calling the regulation to the atten- 
tion of delinquent customers also 
|is included, as well as a card to be 
| posted in the retailer’s store detail- 
|ing the requirements of the regula- 
| tion. 
| The third of the letter series is 
two forms, one of 
which is blunt and to the point, 
|telling the customer to pay up or 
\lose his account, and the other urg- 
‘ing that the customer come in to 
'the store and negotiate an extended | 
payment agreement. The company’s | 
letter urges its retailers to handle | 
the situation with finesse, since 
credit is always a touchy subject. 
\“You may run into difficulties if | 
|you aren’t extremely cautious in| 
the methods you use to force them | 
‘to pay their bills,” retailers were | 
| warned. 
| In preparing retailers for this 
new regulation regarding credit, the 
HS&M advertising department fol- 
lowed much the same_ procedure 
used in complying with WPB’s 
rules regarding the tailoring of 
suits (ADVERTISING AGE, April 6). In 
explaining the work of HS&M’s ad- | 
vertising department, Mr. Richer 
said: “Truthfully, we’ve become a 
service department as much as we | 
are an advertising department.” 


‘New York Times’ | 
Names J. W. Egan 


| es . - 
Advertising Chief 
New York, June 16.—James W. 
Egan, Jr., for the past six years ad- 
vertising direc- 
tor of the New 
York Mirror, to- 
day joined the 
New York Times | 
as advertising 
manager. He fills | 
a post v acant| 
since Don U. 
| Bridge resigned 
last December. 

A native of 
Chicago, Mr.| 
Egan was on the| 
James W. Egan, Jr, Sales staff of the | 

Herald - Exami- | 
ner from 1921 to 1927. Thereafter 
he was in the magazine field for | 
several years. For a short period | 
he was also assistant sales manager | 
of Mandel Brothers department 
|store. He came to New York in|! 
|1932 as assistant advertising man- 
ager of the Hearst newspapers’ gen- | 
eral management offices. He was 
named to the Mirror post in 1936. 

For 30 years Mr. Egan’s father 
was vice-president of McJunkin | 
Advertising Company, Chicago. 

At the Mirror, Walter Rompel 
continues as director of magazine, 
comic and national advertising, and 
|James A. Beatty as national ad- 
vertising manager. Warren Kelly 
becomes director of retail adver- 
tising. 


Gilboy Replaces Gardner 


Robert C. Gilboy, of the adver- | 
tising staff of The Instructor Maga- | 
named | 


zine, Chicago, has been 
Western advertising manager to re- 
place Charles E. Gardner, who has 
retired after 47 years’ association 
with F. A. Owen Publishing Com- 
| pany, publisher of the magazine. 


CREDIT EDUCATOR | 


WHAT THE NEW GOVERNMENT CHARGE 
AND.BUDGET REGULATION MEANS TO YOU? 


Reguiction “W of the Boord of Governors of the Federal Reserve 
System — developed tor the controlling of comsumer credit — roughly 
establishes three bow credit clawsific ations ond if you buy on 
@ charge of budget occount you fit into at least one of them 

Read the following queshom, then decide which classification 
you come under and you can easily determine just how this new 
government reguiahon will affect you! 


1. Do you pay your bills in the month following 
the dote of purchase ? 


W you do, you are not affected in any way whatsoever by the 
new low and you may contrwe fo use your cherge occouel exactly 
@s you hove m the post! 


2. Deo you normally wait until efter the tenth of the 
second month following the dote of purchase 

te poy your bills? 

W you do, then you're going to hove to change your habits some 
what —if you wont to keep an vung your chorge account For the 
fnew government reguiahon specificolly states thot amy accounts 
not paid ofter the tenth of the second month following the dote of 
purchase are in default, And when on account is in detuult, no 
further charge privileges can be extended until settiement mode 
NO store is exempt from this rule 


3. De you buy on the budget pian? 
you do, you should know that from now on all budget or mstoll 


ment tramections must be agreed to in writing, and on all articies 
selling in excess of $6.00 


fhurd of the purchose price must be mode Each orticle Purchased 
must be paid off in instaliments of not less than $5.00 @ month 


That's all there is te the new regulation! 

We don't believe that it will incunvemence any of our customers 
for within the limits of the regulation, we ore more thon glod to 
extend the some credit accommodations that we hove heretofore 


| oe. NS —=—y 
( , SUNLAP’S 
ays © 


With this newspaper copy, which the 
company recommends be run July 6, 
Hart Schaffner & Marx dealers hope to 
explain the requirements of Regulation 
W of the board of governors of the 
Federal Reserve Board. New credit reg- 
ulations begin to function July 10. 


Von Schrenk Advanced 


Richard von Schrenk, formerly 
assistant to the president and later 
executive vice-president of National 


| Provisioner, Inc., Chicago, has been 


elected president of the company 
which publishes The National Pro- 
visioner, weekly business publica- 
tion of the meat packing industry. 
Mr. von Schrenk succeeds Paul I 
Aldrich, who retains the title of 
editor emeritus of the magazine 
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Anti-Trust Suits 
Knocked Out by 
New Legislation 


Nelson Empowered to 
Protect Contractors 
Against Prosecution 


Washington, D. C., June 16.—War 
contractors who carry out the bid- 
iing of war agencies will no longer 
neur the risk of anti-trust prosecu- 
ions at the hands of the Depart- 
nent of Justice, under the terms of 
new legislation which gained final 
approval late last week. 

WPB Chairman Donald M. Nel- 
son can now protect war contrac- 
tors against provisions of the mo- 
nopoly laws as well as restraint-of- 
trade clauses in the Federal Trade 
Commission Act merely through is- 
suance of a certificate stating that 
the joint action taken is necessary 
for the prosecution of the war. 

Since March, a cumbersome anti- 
trust procedure has been in practice 
by which the Secretary of War or 
Navy could head off a Justice De- 
partment suit for the duration of 
the war by stating that such action 
would interfere with war produc- 
tion. This system, however, did 
not prevent Justice from filing in- 
dictments and postponing prosecu- 
tion until after the war, whereas 
the new plan will stop even the in-| 
itial step of indictment. 


Aids Little Business 


The change was made as a part 
of small business legislation, by | 
which a _ $150,000,000 corporation | 
was set up with WPB to help little | 
business get war contracts. The} 
corporation will finance plant con- 
struction and expansion, and funnel 


ntracts into the hands of the| 
underprivileged. 
Congress was forced to 


legal bar against Justice Depart- | 
ment action because of many in- 
stances in which it was charged 
Justice actually hampered the war | 
program as the result of Assistant 
Attorney General Thurman Ar- 
nold’s activities. One example was 
cited the same day President Roose- 
velt signed the bill giving Chairman 
Nelson the anti-trust power, when | 
Justice revealed it would not prose- 
cute for the duration the dyestuffs | 
case. All of the principal chemical | 
companies of the world were named 
in this indictment, obtained May 14, 
but Justice agreed to defer prosecu- 
tion when Secretary of War Henry 
Stimson said that proceeding now 
would “seriously interfere with the) 
war production effort.” 


erect a 
| 
| 


De- | 


Mr. Arnold and the Justice 
partment sought during Congres- 
sional deliberations on the small 


business bill to have the anti-trust 
section so phrased that final re- 
sponsibility would be left to the 
Attorney General, who would con- 
sult with Mr. Nelson before taking | 
action. Instead, Congress stipu- | 


95.7% 


RADIO OWNERSHIP IN 
AMERICA’S No. 1 MARKET 


Exce ptionally 
ombined 


high 


radio ownership 
with the 


nation’s highest 
per capita spendable income make 
WTIC a sure bet for RESULTS! 


"Radio Daily April 2, 1942 


DIRECT ROUTE TO AMERICA’S No. 1 MARKET 
The Travelers Broadcasting Service 
c oe 


Member of NBC Red Network and 

_ Yonkee Network 
Representotives: WEED & COMPANY 
New York, Chicago, Detroit, Son Francisco 


lated only that Mr. Nelson consult |clause in the law will be to give | 
|WPB’s industry advisory commit-| 
Here- | 


with the Attorney General before 
issuing exemption certificates, with 
the WPB chief having final author- 
ity. 

The new arrangement is expected 
to have widespread repercussions. 
No longer will the various 
agencies have to clear proposed 
pooling plans with Justice before 
putting them in effect. 
will have to do is put the plan be- 
fore Mr. Nelson and get his ap- 
proval. The pooling of deliveries 
by newspapers, for example, has 
been hampered by fear of 
trust prosecution, but the new 
arrangement will permit that prac- 


tice to be expedited on a broad) a_p 


basis. 


| 


tees a more important role. 


_tofore, no authority could be dele- 


war | 


All they | 


anti- | 


gated to them for fear of action by 
Mr. Arnold. Now he has been 
neatly by-passed, so long as Mr. 
Nelson is convinced joint action 
taken is a war necessity. 


‘A-D’, Suspends 


The current issue of A-D, coop- 


erative, non-profit graphic arts 
magazine, marks the last for the 
duration. A-D, formerly PM, was 


organized seven years ago to serve 
the advertising production field. 
Gallery, 130 W. 46th street, 
New York, will continue its exhibits 


Another effect of the anti-trust | of industrial art. 


|years with Capper publications in 
| Topeka, Cleveland, and most re- 
| cently in the Detroit office, has been 
appointed advertising manager of 
Pump Engineering Service Corpora- 
tion, Cleveland division of Borg- 
Warner Corporation manufacturing 
| aircraft parts. 


'R. H. Wurlitzer Resigns 


| Rudolph H. Wurlitzer has re- 
signed as chairman of the board 
and as a director of Rudolph Wur- 
litzer Company, Cincinnati, after 
50 years’ active service with the 
company. C. E. Johnson, vice- 
president of the company and man- 
jager of the North Tonawanda, 
N. Y., division, was elected to the 
‘board to replace Mr. Wurlitzer. 


Voran to Pump Company (|G-E Displays War Posters 
Sewall E. Voran, for the past 13) 


Making it clear to employes that 
| the lives of men in the armed forces 
depend on them, the transmitter 
j}and tube division of General Elec- 
|tric Radio, Television and Elec- 
|tronics Department has erected a 
huge poster board in one of its tube 
|factories. On the board are dis- 
| played photographs, supplied by the 
, workers, of fellow G-E workers 
now in the armed forces. 


Royce to Butler Bros. 


Clinton K. Royce, formerly in 
charge of packaging and brands at 
| Carson, Pirie, Scott & Co., Chicago, 
| has joined Butler Brothers, Chi- 
| cago, in the same capacity. He suc- 
| ceeds Frank B. Cornell, who is now 
jat the United States naval air sta- 
' tion, Quenset Point, R. I. 
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FOR SALE | — 


[_ 


Huntley & Palmers and Peek Frean are no longer able 
to send us their fine cakes and biscuits. Right now 
shipping space 1s too precious and England needs every 
inch of it for exporting essential goods. With nothing 
tangible to sell, both companies are continuing their 
advertising in The New Yorker. They believe it 1s more 
important today than ever before to keep their names 
alive with the people at the top—the people who mould 
public opinion in the nation. They know that after the 
war these people will affect the buying habits of the 
rest of us as they have done in the past. 

The New Yorker is one magazine that is read closely 
by the men and women of the country who mould public 
opinion. Advertising in The New Yorker reaches these 
key people at the top—people who must be reac hed to 
maintain and preserve the reputations w hich industries 


have painstakingly built up through the years. 


THE 


NEW YORKER 


No. 25 WEST 4300 STREET 
NEW YORK, N. Y. 


Among other companies using The New Yorker 


to sell people whose ideas other people copy are: 


AMERICAN TEL, & TEL. 


BANK OF NEW YORK R 


BAI 
BORING AIRPLANE CO, 


CADILLAC MOTOR CAR 


PENNSYLVANIA RAILROAD 


DIVISION, GENERAL 


PHILADELPHIA EVENING 


MOTORS CORPORATION 
DE BEERS CONSOLIDATED 


PHILCO CORPORATION 


MINES 
FARNSWORTH TELEVISION 


& RADIO CORP U. S. NAVY RECRUITING 
JOHNSON SUTURE CORP, BUREAt 
LADIES’ HOME JOURNAL VULTEE AIRCRAFT, INC. 


LIFE MAGAZINE 


LOCKHEED AIRCRAFT 


SCH & LOMBOPTICAL CO, G 


NEW YORK CENTRAL 


SOLAR AIRCRAFT COMPANY 


WACO AIRCRAFT 


CORP, 
. H. MACY & COMPANY 


LENN L. MARTIN CO, 


BULLETIN 


COMPANY 
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Set ‘Gus Gloom’ 
Straight, Toledo 
Ad Club Suggests 


Toledo, O., June 17.—The Toledo | 
Advertising Club has undertaken a 
unique promotion campaign to 
make sure that those who have 
most frequent contacts with visitors | 
to the city receive favorable im- | 
pressions of the community and | 
what it is doing. The promotion is 
going to cab and bus drivers, bar- | 
bers, hotel employes and others in | 
the same general category. 

The promotion takes the form of | 
folders which give positive facts 
regarding the progress and indus- 
trial development of Toledo. Bul- 
letin No. 1, for instance, carried a 
picture of “Gus Gloom,” and de- 
scribed him as follows: 

“You know him. In a taxicab 
(or a barber’s chair or on a bus) 
this morning he said: 

“*Boy, this town is sure going to 
hell in a hand basket.’ 

“And what did you say? 

“Did you ever stop to think that 
you hold the reputation—yes, and 
the prosperity—of this town in the 
hollow of your hand?” 

The bulletin then goes on to give 
specific facts regarding the expan- 
sion of Toledo industries and the | 


THE REAL DOPE 


In the barber chair is Gus Gloom, who 
has the wrong idea about Toledo's 
future. The barber—if he follows the 
advice of the Advertising Club of Toledo 
—will tell him, as he shaves him, that 
there's plenty to be optimistic about. 


progress which the city is making 
in other directions. Having expe- 
rienced its share of the depression 
doldrums, Toledo is confident that 
its fine showing at present will be 
maintained and continued if the 
knockers all are turned into boost- 
ers. 


The folders are distributed in 


ADVERTISING AGE 


| bulk to taxicab and bus companies, | 


las well as 


by mail to lists of 
employes of enterprises falling into 


{the public greeter classification. It 


| 


is intended to keep the bulletins 
going out at frequent intervals. 


Schudt, Buckalew 


Named to CBS Posts 


In a move designed to strengthen 
relations with affiliated stations, the 
Columbia Broadcasting System has 
named William B. Schudt, formerly 
manager of the transcription di- 
vision of Columbia Recording, and 
Edwin Buckalew, 
manager of KNX, to new consulting 


posts in the station relations de- 
partments. 
Mr. Schudt, in the East, Mr. 


Buckalew on the Pacific coast, and 
a third executive to be selected for 
the Midwest, will advise affiliated 
station managements on operations, 
programming, promotion, and mer- 
chandising, supplementing normal 
station relations activities. 


Silex Advances Two 


Frank E. Wolcott, Jr., has been 
named vice-president in charge of 
sales of Silex Company, Hartford, 
Conn. Charles H. Newman, for- 
merly Western sales manager of the 
company, has been named _ sales | 
manager with headquarters at the | 
Hartford factory. | 


Advertise in 
Wartime 7? 


W, hat ? General Electric Co. went to consumers to find out what 
advertisers should tell about their products during restricted 
production of civilian consumer goods. 

Ninety per cent want to know how to make their old 
products last longer in this period of scarcity. 
Eighty-five per cent want to know about products still 


available 


for general consumer purchase. 


Seventy-five per cent want to know what is being done to 
develop new products for post-war use. 


Ho WwW Much ? The head of a large market research 


organization answers the question, ‘““How much advertising 
should a company do without goods to sell?’’ by suggesting 
enough to maintain its pre-war standing in its industry. 


per page 


POPULA 


200 East Ontario Street, 


Where? Our answer to ““Where?”’ is-—‘‘In 


Popular Mechanics.” Its over six hundred thousand sub- 
scribers and newsstand buyers are mechanically-minded 
and can do many of the things a manufacturer tells them to 
do to make their products last longer, in home or factory. 
These men, mostly industrially employed, are earning 
peak wages and salaries and can buy goods still for sale. 
Finally, being interested in all kinds of improvements, 
readers of Popular Mechanics will appraise and remember 
what you tell them you are doing to produce better goods 
for post-war days. 
Don’t those plain common-sense answers indicate a 
schedule for your goods in Popular Mechanics? In it, with 
one page or twelve, the cost is less than a dollar and a half 


per thousand. 


| openindg 


magngine 


Chicago «* New York 


* Detroit =* Columbus 


merchandising ; 


Davis Given Free 
Hand as Boss of 


War Information 


See Possibility of 
Paid Space for U. S. 
in New Set-Up 


Washington, D. C., June 16.— 
| President Roosevelt made it clear | 
|today that Elmer Davis will be the 
boss of war information in fact as 
well as in title, and that whatever 
changes in poli- 
cies and _per- 
sonnel are to be 
made will be left 
up to the new 
director of the 
Office of War In- 
formation. 

Mr. Roosevelt 
stressed the 
sweeping nature 
of the authority 
granted the for- 
mer Columbia 
Broadcast- 
ing System news 


Elmer Davis 


| analyst when asked at a press con- | 


| ference how the reorganization will 
|affect Archibald MacLeish, head of 
| the Office of Facts and Figures, and 
|Lowell Mellett, chief of the Office 
of Government Reports. Both OFF 
and OGR were consolidated under 
|the newest alphabetical agency, 
OWI, under terms of the executive 
order issued last weekend. 
Both Mr. MacLeish and Mr. 
| Mellett have other governmental 
responsibilities, the former as 
| Librarian of Congress and the latter 
las one of the $10,000-a-year admin- 
| istrative assistants to the President 
|—the group supposed to possess “a 
|passion for anonymity.” 
Activities Continue 
Until Director Davis sees fit to 
order otherwise, OFF is continuing 
|with its numerous activities which 
are in or border on the advertising 
field. The radio division is still 
serving in a contact capacity for 
federal agencies seeking to get their 
| war messages broadcast on network 


|tising division continues to offer 
suggestions to advertisers seeking 
to tie in with the war program. 
What changes are to be made 
depend upon the outcome of inves- 
tigations started by Mr. Davis upon 
his arrival in Washington _ this 
week. One of the first results to 
be felt, it is expected, lies in the 
|direction of elimination of dupli- 
|cating services and ending the issu- 
lance of conflicting statements by 
| various officials. 
| Creation of the new agency after 
ja long delay, and headed by a man 
who was among the first to be men- 
| tioned for the post, followed closely 


;numerous incidents which have 
demonstrated the need for cen- 
tralized control of information 
‘issued by the government. The 


/unanimous decision of war agencies 
jon the need for national rationing 


of gasoline to save tires, and the | 


storm of opposition which was 
j}aroused by news of this decision, 
was one such incident. Another 


|was the “X-card” controversy. Still 
another has been the long delay in 
releasing information of military or 
naval actions, with editors claiming 
the time lag has often been un- 
necessarily long. 


Given Wider Powers 


The executive order empowers 
the new OWI chief to “formulate 
and carry out, through the use of 
press, radio, motion pictures and 
other facilities, information  pro- 
grams designed to facilitate 
development of an informed and 
intelligent understanding, at home 
and abroad, of the status and prog- 
ress of the war effort and of the 
war policies, activities and aims of 
the government.” 

This broad language suggests that 
Mr. Davis may reopen the question 
of paid advertising by the govern- 
ment, should he see fit to do so. An 
inter-departmental committee set 


jance and contact 
| broadcasting and motion picture 


and local programs, and the adver- | 


the | 


up under OFF conducted a study 
of this subject several months ago, 
but took no action beyond deciding 
against the use of paid space at that 


| time. 


Another section of the order 
makes clear OWI’s jurisdiction in 
the radio field, authorizing Director 
Davis to “review, clear and approve 
all proposed radio and motion pic- 
ture programs sponsored by federal! 
departments and agencies; and 
serve as the central point of clear- 
for the radio 


industries, respectively, in their 
relationships with federal depart- 
ments and agencies concerning suc! 
government programs.” 


Possibilities Seen 


One section which might be con- 


|strued to suggest the possibility o: 


governmental use of paid advertis- 
ing reads: “. . obtain, study and 
analyze information concerning the 
war effort and advise the agencies 
concerned with the dissemination 


|of such information as to the most 
|appropriate and effective means ot 


keeping the public adequately and 
accurately informed.” 
The order also directed OWI to 


| cooperate with the Office of Censor- 
|ship in facilitating prompt and full 
|dissemination of news of no aid to 


the enemy; abolished the Office of 
the Coordinator of Information in 
favor of an Office of Strategic 
Services, to be under the Joint 
Chiefs of Staff and still headed by 
Col. William J. Donovan; abolished 
the Division of Information of the 
Office of Emergency Management 
and transferred its publicity func- 
tions to the constituent agencies 
of OEM, chiefly the War Produc- 
tion Board and the Office of Price 
Administration; and _— specifically 
exempted Nelson Rockefeller’s 
Office of the Coordinator of Inter- 
American Affairs. Activities of all 
press and information divisions i: 


|old-line federal agencies are made 
|}subject to the general direction o! 


OWI. 


Esso Reporter Marks 
200,000th Newscast 


Esso Marketers achieved what is 
believed to be the greatest number 
of live programs ever used by a 
single advertiser on June 11, when 
its 200,000th regularly scheduled 
Esso Reporter newscast was aired 
over 35 stations. 

When the program first went on 
the air in 1935 it was broadcast 
3,138 times on less than a dozen 
stations in Middle Atlantic states 
This year the schedule calls for 47,- 
000 newscasts via 35 stations from 
Maine to Louisiana, aired two to 
six times daily. Marschalk & Pratt 
is the agency. 


‘Song Hits’ Names Young 

James A. Young, Los Angeles, 
has been named West Coast repre- 
sentative for Song Hits, New York. 
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~LOOKING AHEAD 


es 62.6 2 606.6 84 86424 6356 26.9.2 2 4 9 


WE BUILD FOR VICTORY 


ILL & MANUFACTU 


TULSA, OKLAHOMA 


SOuTHEMM une 


This is the first of a series of eight 
newspaper advertisements which will | 
carry a combined _institutional-sales 


message for Southern Mill & Mfg. Co. 
Radio, business papers and direct mail 
also will be employed. 


Demountable Home 
Builder Launches 
Aggressive Drive 


Tulsa, Okla., June 18.—To keep 
contact with its peacetime custom- 
ers while working overtime to sup- 
ply pre-fabricated demountable 
homes for government’ defense 
housing projects, Southern Mill & 
Mfg. Company has launched a cam- 
paign using newspapers, oil trade 
publications, radio and direct mail 
on a large scale. 

For the past 23 years Southern 
Mill’s principal business has been 
in supplying special mill work to 


contractors and home builders and | 


as exclusive distributor for Curtis 
architectural woodwork and Johns- 
Manville materials in the Tulsa 
area. Several years ago the com- 
pany developed a line of pre-fabri- 
cated houses, marketed principally 
to the oil industry for use in boom 
and oil fields throughout the 
Mid-Continent section. When de- 
fense activities began to soar, 
Southern Mills obtained several 
government contracts and now is 
engaged in filling one of the largest 
orders for these demountable 
houses. 


town 


“Too Busy for Sales” 
The 
worry 


company is too busy to 
about sales, but has com- 
bined copy of an institutional na- 
ture with some sales messages, to 
appear in a series of eight 55-inch 
advertisements in Tulsa  news- 
papers. Weekly for the next six 
months programs will be carried 
over Stations KTUL and KOME, 
Tulsa. Leading oil trade publica- 
tions and direct mail will be used 
in merchandising the drive to archi- 


Film Ad Distributors 
Answer FTC Charge 


In answer to a Federal Trade 
Commission charge of a conspiracy 
to suppress competition, five dis- 
tributors of commercial films and 
two booking agencies and a trade 
association in that field have stated 
that manufacturers staging national 
| film campaigns urged the formation 
|of a group which could offer na- 
tional coverage. 

Replies which deny most of the 
'FTC charges claim the companies 
| were urged “to associate themselves 
'in some method of physical opera- 
tion for the purpose of making the 
| theater coverage of all said respon- 
| dents available to a national adver- 
| tiser, thus avoiding the necessity to 
| contract separately and individually 
| with each and all of said respon- 
| dents.” 


Miller to Kight 

Tolbert C. Miller, formerly owner 
of his own merchandising and 
advertising studio in Columbus, has 
} joined Kight Advertising Company, 
|Columbus, as account executive. 


Business Paper 
Group to Set Up 
Annual Award 


Chicago, June 16.—The Chicago 
Business Papers Association will 


make an annual award for the best | 


use of business paper advertising 
during the year, it was decided at 


the annual meeting yesterday. The | 


first award will be based on adver- 
tising appearing in 1942, and the 
announcement and presentation 
will be made early in 1943. 

The association, which plans to 
have an unusual trophy developed 
by a distinguished designer of na- 
tional reputation, indicated that 
while there are several awards now 


made for business and industrial 
ladvertising, many of these are 
specialized to various types and 


fields, whereas the proposed award 
is to be given for an over-all busi- 


ness paper advertising job, and may | 
|be won by either an advertiser or 


advertising agency. 

| Kingsley L. Rice, publisher of 
Power Plant Engineering, the new 
| president of the association, suc- 


ceeding E. F. Hamm, Jr., Traffic 


| World, indicated that plans for the} 
|promotion of the competition would | 


be undertaken at once. 

Other officers elected at the 
nual meeting were W. J. Hannon, 
The American Restaurant Maga- 
zine, vice-president; E. S. Gillette, 
Roads & Streets, treasurer; and 
Frank Kottra, Heating, Piping & 
Air Conditioning, secretary. 

Charles F. Loeffel, Western man- 
jager of the Ahrens Publishing Com- 
pany, who spoke on “New Oppor- 
tunities for Business Papers,” said 
that shortages, real and synthetic, 
are making it necessary for adver- 
tisers to explain to their customers 
and prospects, the actual conditions 
affecting the distribution 
products. New packaging ideas 
jhave also created the opportunity 
for promotion based on changes in 
| the appearance of familiar products. 


of their 


an- | 


He called attention to a number of 
advertisers in the institutional and 
service fields who are maintaining 
interest in their kind of products 
even though they are at present 
producing exclusively for the gov- 
ernment. 


Wise to Stuart Company 
Milton E. Wise, formerly vice- 
president of D’Evelyn & Wadsworth, 
San Francisco advertising agency, 
has joined Stuart Oxygen Company 


lat its head office in San Francisco. 


Mr. Wise has long served as adver- 
tising counsel for the Stuart or- 
ganization. 


Copeland to ‘Instructor’ 


Stanley Copeland, formerly ad- 
vertising manager on the Evening 
Tribune, Hornell, N. Y., has joined 
The Instructor as advertising sales 


manager. Mr. Copeland succeeds 
George Rumage, who has_ been 
named advertising and sales pro- 


motion director of Young America, 
New York. 


| 


| 


Big things are doing in New England, where the bean and the cod 


and $4,569,998,000 in retail sales are perennially important. 


eee THE YANKEE NETWORK GOES MUTUAL JUNE 1560. 


It would take a platoon of Paul Reveres, riding in relays, to reach 


the 7,321,786 citizens regularly served by Yankee stations. 


eee THE YANKEE NETWORK GOES MUTUAL JUNE 1566-6 


eee THE YANKEE NETWORK GOES MUTUAL JUNE 


tects, builders and real estate inter- | 


ests in the community. 

Typical copy, headlined “We 
Build for Victory and Look to the 
Future,” tells the Southern Mills 
Story of high-grade mill work for 
home and industrial construction, 
development of its Sturdybilt sec- 
tional homes, and its wartime pre- 
occupation with government de- 
mands. The message continues, 
“Out of this constant and unceasing 


pressure, with its new problems, 
will come productive experiences 
Which we believe will be of value 
to builders, to home owners and to 


the 
ou 


American way of living when 
present job is done.” 
Watts, Payne Advertising 


handles the account. 


THE FLAG ALPHABET 


Do you know that five colors 
Only are used to form the In- 
ternational Color Alphabet? 
Send today for our Color Facts 
Folder No. 9 which illustrates 
this interesting story. __ 


EAGLE PRINTI 
_ DIVISION - GENERAL 
100 AVE 


In BOSTON, 5,000-watt WNAC replaces 1,000-watt WAAB for MUTUAL. 

In WORCESTER, WAAB becomes the full-time MUTUAL outlet, at 5,000 watts. 
In PROVIDENCE, 5,000-watt WEAN becomes the full-time MUTUAL outlet. 

In BRIDGEPORT, 1,000-watt WICC becomes the full-time MUTUAL outlet. 


ere 


And in 17 other important markets throughout New England, other 
Yankee stations clinch this entire prosperous area for MUTUAL, 


with coverage no other combination of stations can match. 


eee THE YANKEE NETWORK GOES MUTUAL JUNE 5000 


This is only part of the story of MUTUAL’s improvements in the markets that 
matter most. Last October, full-time, 5,000-watt facilities became available in 
Baltimore, Pittsburgh, and Buffalo. And this September MUTUAL advertisers will 
have the full-time use of another 5,000-watt station, WHK for Cleveland. 


In step with all these station improvements is MUTUAL’s current popularity rat- 
ing: third or better in 12 of all the 14 U.S. cities having over 500,000 population. 


And MUTUAL delivers these advantages at lower cost than any other network. 


Greater Popularity, Power, and Economy —Where and When They Count Most 
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ADVERTISING AGE 


Mueller Copy for 


Teachers Stresses 
‘Fifth Freedom’ 


Four-Page Message 
Tells Human Interest 
Story of Business 


New York, June 16.—A four-page 
advertisement by C. F. Mueller 
Company, labeling freedom of 
enterprise as “The Fifth Freedom,” 
and directed to school teachers 
throughout the country, is being 
widely discussed in advertising 
circles here as a new approach in 
handling a problem that many con- 
sider urgent. 

The insert, which appeared in the 
June issue of Forecast for Home 
Economists, devoted the first page 
to an exposition of “The Fifth Free- 
dom,” and _ the 
pages to a human interest story 
recounting the growth and develop- 
ment of the company’s macaroni 
products business from “paper bag 
to four-acre plant.” Included also 
were facts on nutrition and produc- 


tion details. This year the compuny | 


is celebrating its 75th anniversary. 
“Now, more than ever, we feel 


that the crisis of war demands an | 
exposition of the place of the free | 


enterprise system in the better 


world we hope will 


the company, told ADVERTISING AGE 
today, in discussing the background 
of the unusual copy. 


“Inasmuch as the whole structure 


of private enterprise has, during 
recent years, been the butt of many 
seen and unseen attacks, it is essen- 
tial that business leaders, who know 
the accomplishments of this system 
and the unparalleled standard of 
living it has produced in America, 
take up the cudgels on behalf of 
this pillar of democracy. 


Directed to Teachers 


“It was from this viewpoint that 
‘The Fifth Freedom’ story was con- 
ceived. A national audience of 
influential teachers was selected as 
the recipient of the story and, as 
a firm believer in the power and 
efficiency of advertising, C. F. 
Mueller Company utilized four 
pages to express its convictions.” 

The Mueller copy read, in part: 

“The American way of life is 
based on four fundamental prin- 
ciples: freedom of speech, freedom 


of religious belief, freedom of the | 


press, and freedom to choose the 
form and personnel of government. 

“These are the ideals of democ- 
racy. To make them work for the 
benefit of the people called for a 
fifth freedom—freedom of enter- 
prise. 

“From our very start as a nation 


this fifth freedom has been recog- | 


nized as a vitalizer and nourisher 
of all we hold dear. It is the free- 
dom that has built the best way of 
life ever known, on the best set of 
principles ever adopted. 

“This fifth freedom was born of 
foresight, initiative and hard work. 


It has been sustained by fair com-| 


petition, backed by skills developed 
through scientific and practical re- 
search. 

“This freedom has built up the 
nation’s outstanding industries 
which today defend our prosperity, 
which supply so large a part of the 
people’s everyday needs, and which 
give to millions of workers an equal 
opportunity to enjoy the benefits 
and blessings of liberty.” 


O'Connell Adds Account 


R. T. O'Connell Company, New 
York, has been named to direct 
advertising for Denictor cigars, 
cigarets and pipe tobacco, made by 
Guardian Tobacco Company, New 
York. 


Button Account to Iola 


B. D. Iola Company,*New York, 
has been appointed by Rochester 
Button Company to direct adver- 


exist tomor- | 
row,” Henry Mueller, president of | 


| Merrill Named Head of 
New England NIAA 


| H. E. Merrill, General Electric 
| Company, Bridgeport, Conn., has 
| been elected president of the west- 
|ern New England chapter of Na- 
|tional Industrial Advertisers Asso- 
|ciation. George Longeran, Bristol 
Company, Waterbury, Conn., has 
been named vice-president; Fred 
Emerson, Sparton Saw Works, 
| Springfield, Mass., second vice - 
|president; Fred Bannister, Fafnir 
|Bearing Company, New Britain, 
|Conn., secretary and treasurer. 

| Other officers elected were: 
|directors, A. W. Tucker, Henry G. 
|Thompson Company, New Haven, 
'Conn.; E. M. Heery, Rockbestos 
|Products Corporation, New Haven, 
|Conn.; Roger Lyman, Torrington 
|Company, Torrington, Conn.; and 
C. W. Bostrom, Jr., Edwards & Co., 
| Norwalk, Conn.; national associa- 
tion director, T. V. Busk, Farrel- 
Birmingham Company, Ansonia, 
Conn.; and associate members’ di- 
rector, Granville M. Fillmore, Mod- 
ers. Machine Shop representative, 
New York. 


Admen in the 


Armed Forces 


P. H. Dempers, Jr., formerly in| 


the Chicago advertising office of the 
Rural New Yorker, has been in- 
ducted into the Army. 

Joseph Leighton, a member of the 
publicity staff of KNX, Los Angeles, 


and the Columbia Pacific Network, | 


has joined the Coast Guard as a 
chief petty officer. 

Mel Williamson, formerly a pro- 
ducer for Russel M. Seeds Company 
and supervisor of the Red Skelton 
show, has resigned to enter the Air 
Corps as an instructor, a post which 
he held in the last war. 

Charles C. Caley, assistant man- 
ager of Station WMBD, Peoria, IIl1., 
has been commissioned a lieutenant 
in the Army Air Corps and assigned 
to officers’ training school at Miami 
Beach, Fla. 

John B. Gordon, former advertis- 


| ing manager of the Citizen, Cush- 
ing, Okla., and more recently pub- 
lisher of the Texas City Sun, has 
enlisted in the Navy. 

Donald McLeod, formerly divi- 
sional sales manager for Munsing- 
wear, Inc., has been granted leave 
|of absence to serve with the Quar- 
termaster Corps as a captain. 

Stanley L. Hutchings, advertising 
manager for Canadian Gypsum 
Company, Ltd., has enlisted in 
the Royal Canadian Air Force as a 
radio technician. 

Norman Sanford Hall, sales man- 
ager of the Recorder Printing and 
Publishing Company and the Sun- 
set Press, San Francisco, has been 
commissioned a captain in the 
Army Air Corps and assigned to 
Lowry Field, Denver. 

James H. Rahders, formerly a 
copywriter with Knox Reeves Ad- 
vertising, Minneapolis, has been 
commissioned an ensign in the 
Navy. 

Alfred J. Harding, formerly on 
the sales staff of WCCO, Minne- 
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apolis, has reported as an ensign to 
the naval training station at Treas- 
ure Island, Cal. 

Edward S. Stahlbrodt, formerly 
general manager of Rochester 
Poster Advertising Company, Roch- 
ester, N. Y., has been inducted into 
the Army and assigned to a tech- 
nical school training center at 
Miami Beach, Fla. 

C. P. Mueller, formerly partner 
in Coulter-Mueller-Grinstead, San 
Antonio agency, has reported for 
active duty as a captain in the 
Army Air Corps at Duncan Field. 

Walter Harrington, formerly Sun- 
day advertising manager of New 
York Journal - American, has been 
appointed a captain in the Arm) 
Air Corps. 

Willis S. deLaCour, formerly ad- 
vertising manager for William Scu! 
& Co., Camden, N. J., has bee: 
commissioned a lieutenant in th 
army. 

Fred R. Harwood, account execu 
tive with Hugo Wagenseil & As 
sociates, Dayton, O., agency, ha 


remaining three | 


| 


| 


| 


tising for its plastic Technoid but- | 


tons. 
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been aia a leave of absence to | Army as a private, and is to eal 
serve as a first lieutenant with the | sat Fort Bragg, N. C. 


Air Service Command. He has been | 


issigned to the Illinois state fair-| Union Changes Policy | 


grounds, Springfield, Ill. 

Charles F. Jackson, Eastern ad- 
vertising manager of Boys’ 
ind a member of the national staff 
of the Boy Scouts of America, has | 
been commissioned a captain in the 
administrative division of the Army 
Air Corps and ordered to tempor- 
ary duty at Miami Beach, Fla. 

William S. Harvey, II, a mem- 
ber of the copy staff of Aitkin- 
Kynett Company, Philadelphia, has 
been commissioned an ensign in 
the Navy and has gone on active 
duty. 

Edmund Melhado, vice-president 
of Hevenor Advertising Agency, 
Albany, has been commissioned a 
lieutenant in the Army Air Corps. 

D. M. Daley, Jr., account execu- 
tive with Lennen & Mitchell on the 
Carstairs Bros. Distilling Company 
account, is now serving with the 


Life | 


| announced that strikes were 


In full-page advertisements ap- | 
pearing recently in Binghamton, 
N. Y., newspapers, the photographic 
and chemical workers’ union of 
Agfa-Ansco plants, Binghamton, | 
“out” 
for the duration and that the policy 
henceforth would be full coopera- 
tion with the new Agfa-Ansco 
management. The company’s facili- 
ties are now devoted to handling 
Army and Navy contracts. 


Mitchell Joins NBC 


Earl Mitchell, formerly with| 
Crowell - Collier Publishing Com-| 
pany, San Francisco, has been ap- 
pointed an NBC network sales rep- 
resentative in San Francisco. 


Don Lee Broadcasting system has | 
taken over the license of Station | 
KDB, Santa Barbara, Cal. ' 


| to a soldier, 
| guardsman. 


Collapsible Tube 
Order Amended to 
‘Help Retailers 


Washington, D. C., June 16.—One 
cake of ice upon which frozen re- 
itailers have been sitting melted 


| away this week when the War Pro- 


duction Board amended its recent 
collapsible tube order, permitting 
stores to unload stocks of toilet kits 
without requiring the trade-in of 
old tubes. 

Relief offered retailers takes the 


|\form of an amendment which per- 


mits them to sell kits containing 
tooth paste or shaving cream with- | 
out the usual tube, providing the 
kits are sent directly by the seller 
sailor, marine or coast | 
Also 


|exchanges, and injured service men 
confined to Army and Navy hos- 
pitals. 


——ee exempted from | et 
To Don Lee Broadcasting ‘the trade-in requirement were post | pointe 


WPB also defined “ultimate pur- 
| chaser” 
|\which might have been construed 
ito permit the sale of gift tubes; 
|permitted retailers to pass out 


sample tubes made prior to June 15 | 


without getting an old tube in re- 
turn; allowed retailers to return for 
credit damaged or unused tubes to 
the Tin Salvage Institute; and 
granted packers of tooth paste and 


|}shaving cream the right to exclude | 
shipments to the armed forces from | 


the quota restrictions laid down in 
the original order. 


The amendment also banned the | 
juse of pure tin tubes for packaging | 
|}manufacturers’ preparations sold on | 


|prescriptions and 


pharmacists. 


compounded by 


Connor Replaces Durham 


Edward Connor has _ been 
sales manager for Foster 
Machine Company, Westfield, Mass., 
| succeeding Webb Durham, who has 
| resigned to join Burlington 

Corporation, Greensboro, N. C. 


where lomo, — 


picture. 


Where tomorrow-— 


diate objective, the 


ical means to 


ball for you to realize that your business of tomorrow 
rests upon what you do today. Likewise it is clear 
to us that any advertising medium which wishes to 
be of real assistance must recognize that the prob- 
lems of its clients. present and potential, are more 


varied than ever in this wartime economy. 


wide coverage of all income groups at the lowest cost 
per family reached of any medium entering the home. 
But there is an ever-growing list of firms who have 


been completely removed from the competitive sales 


Their problem today is to protect the markets so 
dearly won and the brand names so patiently regis- 


tered on the public mind. Radio is the most econom- 


“keep ‘em remembering.” 


radio can seem expensive when no immediate re- 


turns can be expected, 


the need for special consideration for such adver- 


who knows? Yet it takes no erystal 


Blue continues to offer nation- 


The plan is called “TEA 
week 
serves the principle of the 


tisers, while the “teaming 


“keep ’em remembering” 


PRESENTING A NEW PLAN TO PROTECT TOMORROW'S BUSINESS TODAY! 


VED SPONSORSHIP’ 


Through it advertisers who qualify may obtain a 52- 


schedule at the rate for- 


merly patd for 13 weeks of competitive selling. it pre- 


13-week cycle which has 


been such a vital factor in the success of radio adver- 


feature extends the eflee- 


tive life of a 13-week contract over a 52-week period, 


To advertisers who still have sales as their imme- 


“Teamed sponsorship” is 
insurance” 
war. 


by the 


tion, 


advertisers whose consume 


the first basic “market 


plan especially suited to the needs of 


r sales have been stopped 


It could only have come from the Blue 
—a company young enough to be free from conven- 


yet old enough in the ways of radio to realize 


that unusual situations call for unusual remedies. 


but even 


want to 


just ring us on the phone 


“keep ‘em remembering, 


If your Blue representative hasn't already called on 


you and you want full details about this unique plan, 


and we'll be right over, 


Whether you're still selling competitively or just 


il you ll find ifs 


easy to do business with the Blue! 


The Blue Network has taken the lead in recognizing 


Blue Network Co., 


tisers. Likewise the Blue has introduced a practical 


plan to meet the problem. 


A Radio C 


orporation of America Service 


so as to close a loophole | 


ap-| 


Mills | 


| OFF TO WAR 


| te 
| | 


Tue House or Sracnam 
oat ee 


Seagram-Distillers Corp. recalled its 
first Father's Day ad, published shortly 
after repeal, with this copy that ap- 
peared last week in 103 newspapers. 
"You're a Hero to Your Son" was the 
caption of an ad advocating moderate 
drinking five years ago; today the “boy” 
has grown to manhood, is off to the war, 
and appears as the center of copy 
headed, “Now . .. He's a Hero to 
You!" Warwick & Legler is the agency. 


Maintenance of 
Dealer Setup 
Is Goal of GM 


New York, June 16. — General 
Motors Corporation is doing and 
will continue to do everything in 
its power to keep its dealers in 
business for the duration, Alfred P. 
|Sloan, Jr., chairman of the board, 
asserted last week in a message to 
stockholders. 

Dealers who show aggressiveness 
in tackling the readjustment task 
[facing them are being offered “defi- 
|nite benefits,” Mr. Sloan said, chief 
lof which are “certain preferences 
when the time comes for the re- 
}sumption of production of motor 
| vehicles for civilian use.” He ex- 
|pressed the hope that additional 
|constructive assistance may be ex- 
tended in the future. 

Last March General 
agreed to take back 
for redistribution new 
cess of immediate 
las parts and accessories. 
| organization, Mr. Sloan pointed out, 
comprises 16,000 outlets with a 
1941 investment of $350,000,000. 
Such a setup was the result of 
|years of aggressive effort, he said, 
“and to rebuild it would require a 


Motors 
from dealers 
cars in ex- 
needs, as well 
The dealer 


corresponding effort which could 
|/not be accomplished in terms of 
| days or months, but would be a 
matter of years.” 


Poor Richard Club 
Elects New Officers 
| Poor Richard Club, Philadelphia, 
| has elected Peter L. Schauble, vice- 
| president, Pennsylvania Bell Tele- 
|phone Company, president for 


1942-43. Reelected for a _ second 
term as first vice-president, second 
vice-president, and assistant treas- 
urer, respectively, were Graham 


Patterson, publisher of Farm Jour- 
nal and Farmer’s Wife; Howard A. 
| Medholdt, account executive, Ait- 
kin-Kynett Company; and Dr. 
Franklin R. Cawl, director of re- 
search and markets of Farm Jour- 
nal and Farmer's Wife. 


Other officers named for the new 
year were: secretary, V. Winfield 
Challenger, director of printing, 
N. W. Ayer & Son; treasurer, 
George E. Letchworth; directors, 
Charles H. Eyles, president, Rich- 


‘ard A. Foley Advertising Agency; 
John H. King, Philadelphia man- 
jager, International Printing Ink 
Company; and Roger W. Clipp, 
general manager, Station WFIL. 


‘Wells Heads Adclub 


| Alan A. Wells, advertising direc- 
tor, Kaufmann’s department store, 
has been elected president of the 
Pittsburgh Advertising Club. Other 
officers are Paul Rathert, advertis- 
ing manager, Donahoe’s food stores, 
first vice-president; Reese H. Price, 
assistant advertising director, 
United States Steel Corporation, 
second vice-president; Jerry Culli- 
son, advertising and sales promo- 
tion manager, National Fireproofing 
Corporation, secretary; and Charles 
G. Mallon, Geyer Printing Com- 

| pany, treasurer. 
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Pledges Jobber Aid 


To the Editor: A few weeks ago 
Price Administrator Leon Hender- 
son made an appeal to all dealers, | 
urging them to promote the saving | 
of anti-freeze. 

Taking the initiative, we con-| 
ceived, produced and mailed a reso- 
lution to Mr. Henderson pledging 
the full cooperation of all automo- 
tive jobbers in this gigantic, nation- 
wide conservation program in the 
interests of national defense. A 
copy of this resolution was mailed 
to our entire list of jobbing ac- 
counts. 

We have suggested that this reso- 
lution be posted in a prominent spot 
as a constant reminder to all deal- 
ers. We know that as patriots, one 
and all, the jobbers of this nation 
are ready and willing to contribute 
to the war effort. Adherence to 
this resolution will help our boys 
at the front materially by conserv- 
ing vitally needed raw materials 
which go into the production of | 
munitions. 


S. S. KAIn, 

Advertising Manager, E. Edel- 

mann & Co., Chicago. 

v v v 
Medium Suggests 
Proper Terminology 

To the Editor: I wish to thank| 
you for your story about our recent 
meeting. 

In this connection I would like 
to say just a word about the term | 
“transportation advertising,” a de-| 
scriptive term we prefer to “transit” 
or “car card” advertising. The latter 
obviously omits the extensive poster | 
part of the medium and “transit” is 


1 
not sufficiently inclusive to cover | 
all types of transportation now | 
carrying advertising. 

We believe “transportation ad- 
vertising” best describes the me- 
dium, and when you refer to i 
again (and I hope you will find) 


occasion to do so often), we will 

appreciate your using that term. | 

Pui. J. EVEREST, 

National Association of Trans- | 

portation Advertising, New | 
York. 


Today's Quotations | 


on Axis Leaders 


To the Editor: Recently we di- 
rected a cartoonist to rough up a 
sketch involving illustrations of the | 
various Allied and Axis war lead- 
ers. Along with his pencil rough, | 
he sent the following itemized bill: | 

Rough sketches as follows: | 

0 


0 eee .75 
CE fid¢eteiavaddsans 18 
SI ag Ar ek Kininie lego Wie 50 
ee ee ee ee 25 
ES ee ee eee eee 15 
ees See 10 

$2.50 


A novel manner in which to ex: | 
press an opinion, is it not? We | 
thought you might get a laugh out 
of it too. 

WILLIAM GLICKSMAN, 
Surety Advertising Company, | 
New York. 

v v v 


Copy ‘Sells’ Tire to 
Post-War Motorists 


To the Editor: Pennsylvania 
Rubber Company used a page in 
Collier’s last month to announce a 
new tire which cannot be sold until 
there’s rubber enough to go ‘round. 
The tire is the new Pennsylvania 
Silent Vacuum Cup which has 
found a way to combine the un- 
equalled non-skid qualities of the 
old vacuum cup tread with silent 


operation. <A reprint of the an- 
nouncement is enclosed. 
Enclosed also is a little booklet 


which the company is just starting 
to distribute, which tells the story 
of this revolutionary tire develop- 
ment in the most simple and 
graphic terms. 

Because the promotion of a new 
product at a time when fhere is no 
certainty as to when it can be de- 
livered is out of the ordinary groove 
of advertising, and because the ap- 


| son this resolution pledging full aid in 
| the drive to preserve all anti-freeze solu- 


|May 25 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


A PLEDGE 


Soon Henderson 


Offiee Price Adminstration 
Washington, D.C. 


RESOLUTION 
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Eb. EDELMANN & CO. 


fe Behalf (1 Autemative Jobberrs 
r ” 


Auto jobbers, with E. Edelmann & Co. 
as their spokesman, sent Leon Hender- 


tions for cars. 
peal has an equally unusual mo- | 
rale building objective, we think you | 
will be interested in seeing this | 
material. The ad concludes on this 
note: “We cannot make deliveries 
until Victory permits, but when you 
wonder what is going on behind the | 
scenes in the American investors’ | 
war effort, think of this vacuum | 
cup tire development, and multiply 
it hundreds of times .. .” 

EDWARD GOLDSMITH, 
Aitkin-Kynett Company, Phila- 
delphia. 

a | 


Chatter Box 


To the Editor: We think the | 
make-up man really planned the 
position of the slogan, ‘‘Loose Talk | 
May Lose Lives,” 
in the magazine supplement of the | 


New York Herald Tribune June 7. | 
At any rate, it wasn’t such a bad} 


idea, 
PAUL M. PINKHOUSE, 
Orange, N. J. 

[Editor’s Note: The slogan ap- 
pears directly beneath the 25-line 
advertisement of the Klutch Com- 
pany, Elmira, N. Y. Its headline: 
“False teeth—Klutch holds them 
tighter.” ] 

7 v 


But It’s J. U. Hiss 


To the Editor: 
issue 
“Hiss Names 
suppose Erwin 


Page 23 of your 
carries the caption 
Erwin, Wasey.” I 
and Wasey don’t 


mind having their names hissed so 


long as they’ve got new clients. 


| Wonder what would happen if Er- 


win and Wasey hissed back? 
Roy EASTMAN, 


Eastman Research Organiza- 
tion, New York. 
7 ¥ 

They Didn't 

To the Editor: While only six 
|months have passed since the dis- 
jastrous attack on Pearl Harbor, 
many apparently have _ forgotten 


|Pearl Harbor, at least along Fond 
du Lac avenue, Milwaukee. One 
,of my clients has just closed his 
doors after placing this sign in his 
window: 
“Remember Pearl Harbor 
Closed. Someone Didn't.” 
ROBERT W. MAERCKLEIN, 
Editor, “Fond du Lac Avenue 
News,” Milwaukee. 
v v v 


Save the Envelopes 

To the Editor: Since every effort 
is being made to conserve paper 
and other materials which are valu- 
able to the war effort, I thought 
your readers might be interested in 
seeing what Ohio Wesleyan Uni- 
versity is doing to cut down on the 
number of envelopes used in inter- 
departmental correspondence. 

I am enclosing one of our inter- 
departmental mail envelopes which 


Inn. 


which appeared | 


'tied up with an ad that would 
| benefit any of my accounts. 

T. W. CHECKETT, 

| Select Newspaper Group, Chi- 
cago. 


‘For Want ‘of a Nail’ 


carries spaces for 22 names. Each | To the Editor: In your May 25 
person receiving the envelope) issue, I noted reproduction of a| 


_crosses out his name and writes be- | Montgomery Ward & Co. advertise- 
‘low it the name of the person to|ment, headed “For Want of a Nail.” | 


whom he wishes to send mail. This | Here is a layout which we prepared | 

procedure is followed until each of|for the Yellow Cab Company, | 

the 22 spaces is filled, and no one| which ran in all Philadelphia news- 

seals the envelope, of course. papers during the first week in 
G. W. YOUNG, April. 

Director of Publicity, Ohio 

Wesleyan University, Delaware, 


oO. vge¥peyY — 
vy Asks Ad for Exhibit 

Double-Barreled To the Editor: Will you please 

To the Editor: Here is one for | send me a copy of the advertise- | 
the books. |ment appearing in the May 25 issue 

The single-column Soo Line ad-|of ADVERTISING AGE covering sal- 
vertisement, telling about the fish- | vage? 
ing and good fun in Minnesota and | At the present time we are pre- 
Wisconsin, is from the June 9 Chi- | paring an exhibit of all such litera- 
cago Herald-American. Just above|ture and we would like to include 
it you see the Associated Press dis- | this in our display. 
patch about a double-barreled fish | H. W. ScHILp, 
—a six-pound bass with an eight- As- 
inch perch stuck in its throat. 

This must have been purely acci- 
dental, as in all of my 20 years of 
selling space for the Herald-Ameri- 
can there was never a story that 


ELINorR L. BRown, 
| Aaron & Brown, Philadelphia. | 


| 


American Management 
sociation, New York. 


oe ee 

‘Uncle Adolf’ Ad 
To the Editor: We are particu- | 
larly interested in your own ad in! 


_ SIMILARITY 


“ft 

J 
or want of a nail...” 
e3 . 


Yellow Cab Company 


pe 
y— -* of PHILADELPHIA 


Yellow Cab Co., like Montgomery Ward 
& Co., sees present-day virtue in an old 
phrase, "For want of a nail..." 


the June 15 issue, “Uncle Adolp! 
Wants You,” and shall appreciat 
your sending us six copies of thi 
issue in order that we may furnis! 
our salesmen with a reprint. 
Thank you. 
J. R. OZIER, 
Manager, General Outdoor Ad- 
vertising Company, Inc., Nash- 
ville, Tenn. 


Your business may have to live alone and like it during 
the war, but you must advertise now to insure having 
guests at your business table in peacetime. The Govern- 


ment recommends and the future of American economy 


demands, that industry continue advertising 


its brands. To do this essential job, smart business employs 
direct mail on Champion paper, because this medium con- 


tinues to be highly productive, flexible, and economical. 


Champion has the production facilities to supply great 
quantities of printing papers, which are needed by busi- 
ness and the press. Last fall’s unhealthy and unnecessary 
paper hoarding is long since past, and ample paper is avail- 
able today. Protecting your business with advertising is 


patriotic. Do it now, and do it on Champion quality paper. 


THE CHAMPION PAPER AND FIBRE CO.) 


MILLS AT HAMILTON, OHIO... CANTON, N.C. . 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


and Tablet Writing . . . Over 1,500,000 Pounds a Day 


DISTRICT SALES OFFICES 


NEW YORK, CHICACO, PHILADELPHIA, CLEVELAND, BOSTON, ST. LOUIS, CINCINNATI, ATLANTA 


. « HOUSTON, 


to protect 
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ABC Directors 
Approve Changes 


by-laws to specify that any board 
member absent from three consecu- 
tive meetings shall be dropped from 
'membership. Previously, four ab- 
|sences were permitted. The board, 
}up until a year or so ago, met as 
many as nine times a year but this 
total has now been trimmed to half 


in Mr. McCullagh’s private theater, 
following which key officials dis- 
cussed various phases of the war | 
effort and stressed the solidarity of 
the United Nations. 


FOR THE ARMED FORCES 


Canadian Agencies Merge | 


in Bureau By-laws 


Toronto, Ont., June 16.—Tighten- 
ng up of the rules regarding pub- 
ishers’ statements and attendance 
if directors at board meetings was 
ipproved by the board of directors 
if the Audit Bureau of Circulations, 
which convened at the Royal York 
Hotel here last Friday. 

Members of the board adopted 
an amendment to the by-laws pro- 
iding that when the bureau is 
inable to complete an audit report 
ff a publication within four months 
after the close of the period to be 


ment for the following period shall | 


a dozen sessions. 


Elect Seven Members 


Seven publications were elected 
to ABC membership, including a 
business paper, magazine, one daily 
newspaper and four weeklies, and 
membership becomes effective with 


|release of their initial audit reports. 


|executives. 


P. L. Thomson, ABC president, 
presided at the luncheon session, 
which was attended by Canada’s 
leading publishers and advertising 
Major I. D. Carson, 
manager of the Canadian National 


|Newspapers and Periodicals Asso- 
investigated, the publisher’s state- | 


ciation, was the luncheon speaker. 
Members of the ABC board and 


MacLaren Advertising Company 
and Norris-Patterson, Ltd., have 
|} announced a co-ordination of serv- 
| ices. The two Toronto agencies 
/will pool their premises and busi- 
|/ness organizations, extending the 
plan to branch offices in Montreal, 
Winnipeg, Calgary and Vancouver. 
The head office of Norris-Patterson 
will move to the Sterling Tower 
Building, 372 Bay street, Toronto, 
adjoining the offices of MacLaren 
Advertising Company. The account 
executive and contact service staffs 
of both agencies will remain un- 
changed. 


Maguire Names Tyson 


Partners John P. Cunningham and William Reydel of Newell-Emmet Co. inspect 
the “Planned Parcels" just dispatched to Newell-Emmet employes serving with 
the armed forces, through the New York organization, Parcels for the Forces, Inc. 


Walter Maguire Company, New WSIX Increases Power 


York, has appointed O. S. Tyson & 


‘Madison Avenue 


be released only after being staff received a welcome surprise |Co.. New York, to direct advertising WSIX, Nashville, formerly oo Treats Dispatched 
reviewed and authorized by the|in the form of a sumptuous dinner| for non-skid flooring and emery pire con hand — a. “ty kilo- 
ABC managing. director. The|tendered them by C. George Mc- | aggregate. a ee oO Sy watts 


change was approved as a means 
ff making certain that the audit 
report takes precedence over a later 
publisher’s statement which might 


Cullagh, publisher of the Toronto 


|Globe and Mail, at his estate a few 


miles outside the city. Other guests 
included 35 leaders of the Canadian 


WFDF Has 20th Birthday 


Station WFDF, Flint, Mich., cele- 


on 980 kilocycles. 


‘Cupboard’ to WNAC 


to Armed Admen 


| New York, June 17.—Admen now 
serving with the armed forces, as 
far from Madison avenue as Hawaii 


: ; oa ; brated its 20th anniversary May 25. “The New England Cupboard,” and Australia. will soon receive 
conceivably be used to the detri- press, industry and government. Founded in 1922 by Frank D. Fal-| 15-minute household hints program, pleasant vemntodare of the clients 
ment of competitors in the field. The party was shown a preview of | jain. WFDF now operates with|has been shifted from — : : 


The directors also changed the 


‘the motion picture, “Mrs. Miniver,” 


1,000-watt power 


Station 


on 910 kilocycles., WAAB, Boston, to WNAC, Boston. 


Pe aoe 


“— 


ae Pa ‘ae et poy 


they used to serve at Newell-Em- 
mett Company, when “Planned Par- 
cels” sent out by partners John P. 
Cunningham and William Reydel 
begin arriving. 

The packages, directed to 23 of 
the agency’s employes in the Army, 
five in the Navy and three in the 
Army Air Corps, contain Chester- 
field cigarets, Beech-Nut peanut 
butter, chewing gum and mints; 
Sunshine cookies; and General Bak- 
ing pound cake, fruit and 
hard candies. In addition, the re- 
cipients will find a toothbrush, 
comb and service sewing kit. The 
gifts are being handled by Parcels 
for the Forces, Inc., which packs, 
ships and guarantees delivery 
wherever the boys may be. 


bonbons 


As a further reminder of what's 
happening back in the shop, the 
men will get the latest issue of 


“Newell Post,” published six times 
a year by the agency’s staff. 


Announces Flag Covers 
Jury and Awards 


United States Flag Association 
has announced that the exhibition 
and judging of magazine covers 
carrying the American flag will 
take place July 1 in the National 
Gallery of Art, Washington, D. C. 
The Patriotic Service Cross of the 
United States Flag Association and 
citation will be awarded to the best 
of the monthly magazines, weekly 


magazines, organization and trade 
magazines, and house organs and 
miscellaneous. The grand award 


will be the Cross of Honor, highest 
decoration of the Flag Association. 
The committee of judges, headed 


by Vaughn Flannery, Office of 
Facts and Figures, includes Major 
Royal M. Alderman, U. S. Army; 


Paul Berdanier, J. Walter Thomp- 


son Company; Margaret Bourke- 
White, photographer; Ernest But- 
ton, chairman, National Advisory 


Council on Government Posters; 
Thomas Craven, art critic; David FE. 


Finley, director, National Gallery 
of Art; Norman Bel Geddes, de- 
signer; Cedric Gibbons, designer: 
Leon Kroll, painter; Raymond 
Loewy, designer: Hobart Nichols, 


president, National Academy of 
Design: Walter K. Nield, Young and 
Rubicam: Norman Rockwell, 


painter: Lt. Com. Edward Steichen, 
U. S. Navy: Francis Henry Taylor, 
director, Metropolitan Museum of 
Art. 
Lang Named Mfg. Head 
Louis L. Lang, Lang Canning 
Company, Kitchener, Ont., has been 
elected president of Canadian Man- 
ufacturers Association. Other offi- 
cers are F. P. L. Lane, Imperial 


Tobacco Company of Canada, first 
vice-president; Capt. Aubrey Davis, 
Davis Leather Company, second 
vice-president: and T. F. Mony- 
penny, Imperial Varnish and Color 
Company, treasurer. 


Lorentz to WTAG 


Anne Lorentz has been appointed 
coordinator of the war service divi- 
sion of Station WTAG. Worcester, 
Mass., which will handle all gov- 
ernment, state, and city radio cam- 
paigns in behalf of the war effort. 
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Jr. Ad Council to Meet Senate Expected | 
National Junior Advertising| 
|Council will hold its first annual to Approve New 
meeting June 23 at Hotel Commo- F C H d 
dore, New York, in conjunction 
with the Advertising Federation » Term for C ea | 
America convention. Newly-ap-| Washington, D. C., June 16.—| 


pointed officers of the Council are| James Lawrence Fly, chairman of | 
John C. Jones, III, Eddy-Rucker- |. Federal Communications Com- | 


FTC Alters Charges 
in Cosmetic Cases 


: Allegations of unfair competition 
= in violation of the Federal Trade 
Commission Act have been dropped 
by FTC in five complaints against 
cosmetic distributors. The move 
does not mean the dismissal of 
complaints entirely, however, since 


Vickels é ; ambridge, ee : 
all five respondents are _ also — oo go By ne a mission since Sept. 1, 1939, was 
charged with violation of the Rob- | 144 ‘trustee: Irving Lesher, Jr.,|'enominated this week by President | 


inson-Patman Act. 

FTC originally complained that 
the companies violated both laws in 
furnishing cosmetic demonstrators 
to retail customers, while other out- 


Dwight H. Early office, Chicago, | Roosevelt to continue to serve in| 
vice - president and trustee; and|that capacity for a seven-year | 
Miss Julie Whitten, Smith Patter-|term. His present term expires | 
son Company, Boston, secretary and | June 30. 


lets were not offered the same wueee, es Although _ Chairman Fly's re- 
opportunity. Companies involved jnomination is subject to confirma- 


are Richard Hudnut, Elmo, Charles Sheldon to Hiram Walker tion by the Senate, such action is 


of the Ritz, Primrose House and John H. Sheldon, formerly with | Slated to be a mere formality 
Elizabeth Arden. Hudnut and) Ruthrauff & Ryan, Chicago, has|according to present indications. 
oa = charged with price | j,ined Hiram Walker, Inc., Detroit,|The Senate interstate commerce | 
iscrimination. 


as assistant advertising manager,|committee received the nomination 
succeeding A. D. Doty, who has|and may approve it without as 
resigned to enter the service. much as a hearing. 


- Members of the Senate generally 
‘Catholic News’ Moves have not been as critical of Chair- 


To Guzman Company 


Melchor Guzman Company, New | 
York, has been appointed Eastern 


representative of Revista Rotaria,|; Catholic News has moved from|man Fly’s administration as some 
Spanish language edition of The | 369 Lexington avenue to 22 William|of their colleagues in the House. 
Rotarian. street, New York. 


Sen. Wallace H. White, Jr., ranking 
minority member of the Senate 
interstate commerce committee, has 
made several attempts to persuade 
|the committee to act on his pro- 
posals to curb FCC’s regulatory 
action but these efforts have not 
|}advanced beyond the hearing stage. 
| In normal times, broadcasting 
|interests might have been expected 
to make a strong fight against the 
renomination because of the con- 
troversial monopoly regulations and 
the threat to multiple and news- 
| paper ownership. War, however, 
|has changed the situation, particu- 
larly since Mr. Fly also heads the 
{Board of War Communications. 
Most observers agree that DCB is 
doing a fine job. 

| Chairman Fly, a Harvard-trained | 
|\lawyer, was general counsel for'| 
| Tennessee Valley Authority until 
|his selection in 1939 to fill out the 
_unexpired term of Chairman Frank 
|R. MecNinch. He is now defending 
FCC against charges of overstep- 


ed . es 
Souvenirs” from Niagara... 


held by the House interstate com- 
merce committee on proposed legis- 
lation which would redefine the 
Commission’s powers and limit its 
authority. 


ARRANGAS 


GEORGIA 


Hess to ‘McCall's’ 


Ellen Hess, formerly editor of 
| Tide, has been named director of 
| the Washington bureau of McCall’s. 
| Reginald Clough, managing editor 
of Tide, will succeed Miss Hess as 
editor. The changes are effective 
July 1. 


WWL Doytime Coverage 
PRIMARY and SECONDARY 


Gonda to N. Y. Bond Drive 

Francis D. Gonda, who recently 
resigned as vice-president of Ein- 
son-Freeman Company, Long Island 
City, N. Y., advertising display 
lithographer, has volunteered his 
full time as director of advertising 
in the Greater New York war bond 
pledge campaign. 


You get both with: 


NBC Advances Helffrich 


Stockton Helffrich, assistant man- 
ager of National Broadcasting Com- 


- pany’s script department, New 

r York, has been appointed manager 

eee of continuity acceptance. Eugene 

ie Juster, member of continuity ac- 


ceptance department, has been 
named 


_ NEW ORLEANS 


assistant manager. 
Sheffield to Aetna 
| Carl S. Sheffield, formerly with 
50,000 watts - - clear channel the Sterling Company, has been 
j elected chairman of the board of 
Aetna Photo - Engraving Company, 
i New York. He will also serve as 


ie Honeymooners go to Niagara Falls—and so do the far-flung pro- vice-president in charge of sales. 
grams of WWL. New Orleans. We have postmarks to substan- 


Boland to Ad Register 


National Register Publishing 
Company, publisher of Standard 
Advertising Register, has appointed 
Laura C. Boland, who formerly 
published National Advertising 
Records, to its Chicago office staff 
in charge of special service to sub- 
scribers in the Chicago area. 


AGMA Changes Name 


| To avoid confusion with various 
governmental agencies and a well 
known film company, Associated 


tiate our plus-coverage all over the Western Hemisphere. 


For a real torrent of sales. however. WWL users need look no 


further than the key city of the Deep South. Unchallenged 
leadership in power, listener loyalty, and results combine to 


make WWL 


eis The greatest. selling POWER 
in the South’s greatest city 


|Manufacturers of America, which 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. | defies abbreviation—they hope! 


Grocery Manufacturers of America 
has changed its name to Grocery 


The Diary of 


vertising men. 


June &. On the train to Los An- 
geles met a southern California 
manufacturer of women’s” sports 
wear. He buys textiles in the East, 
ships them to the Coast, cuts and 
sews them, and ships many of the 
garments back East again. Asked 


him whether lower wages for Coast 
workers made this possible. He said, 
No, nothing but the style ideas and 
glamor of California turned the 
trick. Now, however, he is producing 
practically nothing but snappy 
slacks and other garments for 
women defense workers. Takes sports 
wear experience to cut a pair of 
pants which women will wear and 
can work in, he claimed. 


June 9. Went to a rehearsal for a 
big radio show in Hollywood, star- 
ring Norma Shearer. Didn't catch 


her name on the introduction, but 
thought her chestnut hair so beauti- 
ful asked later who she was. Stared 
at like a man from Mars. Show busi- 
ness, the Brown Derby and Crossley 
ratings are the whole of advertising 
to these people. 


June 10. Coming back on the train 
met another California garment 
manufacturer, who had done a little 
advertising in national magazines. 
Coast people combine a peculiar local 
pride with an itch for national 
recognition. He used an agency I 
never heard of, and complained that 
they did nothing for their commis- 
sion. Later it developed that this 
“agency” was really the representa- 
tive of a small trade paper, and that 


a cut rate in the trade paper had 
offset the magazine commissions. 
Asked -him how he expected any 


service from such a set-up. 


June 11. Talked with a publisher 
whose advertising volume is down 
about 25 per cent so far this year, 


This diary embraces the observations and reflections of 

one of America’s most prominent and widely known ad- 

It will be presented in ADVERTISING AGE 

weekly, exactly as written, without benefit of “editorial 
direction” of any kind. 


an Ad Man 


with costs up. A serious problem for 
him; but reader response to an in- 
creased subscription rate encourages 
him. Believe the economics of pub- | 
lishing rested too much on advertis- | 
ing revenue in the past, and that this 
forced shift to more revenue from | 
the reader will make a _ healthier 
structure in the future. 


June 12. Received from England 
two copies of one of their oldest and 
best rural life magazines. Still 
carrying a surprising amount of ad- 
vertising. Much in it about the 
necessity for that country to do 
more to feed itself, including open 
advocacy of nationalization of farm 
land as a solution. Surprising people, 
the English. We think of them as 
ultra conservative, yet they have 
already adopted many ‘‘schemes” 
as they call them, which would else- 
where be called socialism. 


June 13. At the farm, deciding 
whether to sell pigs now or feed 
them through. Advertising operates 
to such a large extent within a fixed 
price structure that most of us don't 
know much about price risks. Farm- 
ing a quick means to such an educa- 
tion. 


June 14. My daughter showing 
signs of interest in the business 
Asked me today what I thought about 
women in advertising. Told her I 
didn't think anything about them 
was only interested in whether a 
person, man or woman, had adver- 
tising talent. She wanted to know 
whether the woman's point of view 
wasn't valuable in itself. Pointed 
out that—old wives’ tales to the con- 


trary—there were plenty of men who 
understood women—and made their 
living by predicting what wome1 


would do. 


Ads Or Bombers? 
Consumers Union 


| . 
ping its authority in hearings being | Urges Reduction 


New York, June 18.—Dramatiz- | 
ing a choice between “ads or alumi- | 
num,” Colston E. Warne, president | 
|of Consumers Union, suggested last 
|week that competitive advertising 
| of scarce goods be abolished for the 
duration. 

Writing in the June Consumer 
Reports, Dr. Warne noted that ad- 
|vertising revenues had fallen off 
little since Pearl Harbor, and that 
“the Sunday paper continues to be 
a pound-heavy exhibit of alluring 
|refrigerators and feminine forms, 
| punctuated at intervals with news.” 
| Dr. Warne quoted a New York 
Times story reporting that Cana- 
| dian aluminum shipments could be 
increased only if newsprint con- 
was reduced, and ob- 


sumption 
served, “If this is true, the choice 


seems to be between the Sunday | 


paper and aluminum for bombers.” 
He also pointed out that news- 
papers, heavy transportation, tons 
of chemicals, and thousands of 
|man-hours of skilled labor. 


Favor “Honest” Ads 


| “Consumers Union has _ never 
taken a stand against advertising as 
such,” he wrote. “We have con- 
demned and shall continue to con- 
\demn false and deceptive advertis- 
ing... bad taste ... high pressure 
tactics. Advertising itself, honestly 
used, we recognize as a useful tool 
in distribution and as a social force 
with many accomplishments to its 
credit but, aluminum will do 
more to win the war than adver- 
tising.”’ 

Dr. Warne blamed existing con- 


tracts, a desire “to wrap the flag 
around products,” and “defective 
excess profits law” for continued 


advertising. 

“We wonder whether consumers 
might not join in a demand that 
competitive advertising of scarce 
goods be abolished for the dura- 
tion?” he continued. “Moreover, 
we wonder if advertisers and the 
publications they support would 
not be smart to avoid the growing 
indignation of consumers across 
America by tapering off advertising 
/volume and expressing their pa- 
triotism with an appropriate silence 
in print accompanied by participa- 
tion in useful war activity.” 


| branch. He 


War Committees Formed 


Art Directors Club of New York 
has augmented its regular activities 
by the formation of two wartime 
committees, government — graphic 
arts, headed by Gordon C. Aymar; 
and war poster, headed by William 
Strosahl. 


Westco to Knox Reeves 


Westco Advertising Agency, San 
Francisco, has become a part of 
Knox Reeves Advertising, Minne- 
apolis. The Westco agency will 
retain its personnel, accounts and 
present office. 


Kohl to St. Louis 


Larry T. Kohl, formerly manager 
of the Omaha branch of General 
Outdoor Advertising, has been 
named manager of the St. Louls 
replaces William B 
Speeler, who recently moved to the 
New York branch of the company 


Account to Erwin, Wasey 


Soundscriber Corporation, New 
Haven, Conn., has named Erwin. 
Wasey & Co., New Haven, as ad- 
vertising agency. 


‘Newsweek’ to Mathes 


Newsweek has appointed J. M 
Mathes, Inc., New York, as its ad- 
vertising agency. 


Save EIGHTY! 


$80.00—Pronto 
ALL or NonE. Mow! 


143 Reams 25” x 38”—45 
lb. Amherst English Finish 
on original skids F. O. B. 
Chicago. Customer offers 
mill run and we guarantee 


it as shipped from mill. 


Phone MR. WADE... HAYmarket 4407 
Sleepeck-Helman Printing Co.. 
812 W. Van Buren St. 


Don’t hesitate ... any 
questions gladly answered 
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Post-War 


British View on 
Post-War World Trade 

The British viewpoint of the post- 
war trade situation is reflected in an 
article, “Where Do We Go From! 
Here?”, by a special correspondent | 
writing in the May issue of Indus- | 
try Illustrated from Bath, from) 
which the following is quoted: 

“The real economic situation has 
not yet been grasped by the multi-| 
tude. The old free world market| 
has gone. There are no more virgin 
territories to exploit, and countries 
vhich formerly purchased our man- 
ufactured goods now manufacture 
their own. Therefore, in the future, 
it will not be economic imperialism 
contra mundum, but for existence. 

“Furthermore, there seems to be a 
bar to the concept of not so much a 
division of what exists, but the util- 


How Business and Industry Is Preparing 
for a Peace- 


Edited by RALPH O. McGRAW. 


ization of what can be made to ex- 
ist. When we consider that in fu-| 
ture—and possibly in the not too | 
distant future—water, and even air, | 
owing to technical and _ scientific 
progress, may be utilized in most} 
important raw materials (Germany | 


Planning 


time World 


|tion, distribution and exchange of 


goods and services in peace time. 
It will mean the subordination of 
finance to manufacture; too long 
has the financier held sway in the 
world of business. 


Monetary System Mystery 


“Monetary reform has_ always 
been a thorny and mysterious sub- 
ject to the average business man 
and layman; many have memories 
of the controversies of bi-metalism, 
‘the cross of gold,’ the return to the 
gold standard and the sound cur- 
rency advocates; therefore, they 
would prefer more prosaic and real- 
istic solutions. It has been my 
privilege to have had considerable 
detailed experience of international 
cartels and syndicates and I see a 
great deal of the principles of these 
organizations in the suggested World 
Trade Alliance which would utilize 
these to link up production all over 
the world to distribution. 

“There is no doubt, however, that 
these ideas are being closely studied 
in the United States in order to get 


rid of the heavy surpluses which 
worried international trade in the 
| inter-war period, further the World 
Trade Alliance would utilize these 
surpluses by instituting organized 
distribution in those countries 
where the standard of living is de- 
pressed. Though the more urgent 
problem is the winning of the war, 
it is vitally necessary that some 
preparations shall be made to com- 
bat a_ recession, particularly if 
peace should come suddenly. And 
workers throughout the world, 
while knowing that we are fighting 
for the imponderables—liberty, jus- 
tice and the things of the spirit— 
are also economic beings who de- 
sire the ponderables. The real pol- 
icy is the amalgam of both spiritual 
and economic concepts as Pareto 
described in mass-motivation.” 


Egyptian Media Hit 

The Department 
has been informed that newspapers 
and other publications in Egypt 
have been hit by war curtailments. 
Daily papers have been ordered to 
restrict their size to four pages, and 
to publish on any six days of the 
week. Magazine formats are lim- 
ited and the number of pages regu- 
lated according to price. The gov- 
ernment edict gives advertisers the 
right to cancel contracts with re- 
stricted publications. 


of Commerce! 


Deferment of Radio 
Technicians Sought 


Chairman James L. Fly of the 
Federal Communications Commis- 
sion has revealed that FCC is con- 
sidering asking the Selective Serv- 
ice System to defer radio tech- 
nicians from military service. The 
step is under consideration, he dis- 
closed at a press conference, be- 
cause the industry and particularly 
small stations have been hard hit 
by loss of trained men. 

FCC has already lowered its re- 
quirements for operator licenses 
without solving the manpower 
problem. Chairman Fly said that 
FCC does not want to discourage 
anyone from actively fighting in 
the war, but that radio’s role in 
maintaining public morale and fur- 
nishing a means of mass communi- 
cation is of paramount importance. 


Requests Sugar Saving 
“Sugar eaten in slavery would be 
a bitter potion, indeed,” reminded 
United States Sugar Corporation, 
Clewiston, Fla., cane sugar pro- 
ducer, in quarter-page copy placed 
with 140 Florida newspapers coin- 
cident with the issuance of sugar 
ration cards. Taking as its caption- | 
text, “Sweeter Than Sweets _Is| 
Freedom,” the sugar company urged | 
consumers to cut consumption | 
“even below the allowable ration, | 
and thus make doubly sure your | 
food will always be flavored by the 
precious sweetness of liberty.” 


‘Non-fattening’ Beer 


Case Reopened by FTC 


Reopening a case settled by stip- 
ulation more than five years ago, 
the Federal Trade Commission has 
issued an amended and _supple- 
mental complaint against California 
Brewing Association, charging mis- 
representation in the advertising of 
Acme beer as “non-fattening.” 

The original complaint against 
Acme was made in August, 1936, 
and the case was closed by stipula- 
tion in March, 1937. FTC, having 
decided the facts warrant a reopen- 
ing of the case, has rescinded the 
stipulation and issued a new com- 
plaint. 


Garrett Names J-W-T 


Garrett Corporation, Inglewood, 
Cal., has appointed J. Walter 
Thompson Company, Los Angeles, 
to handle advertising for its divi- 
sions, AiResearch Mfg. Company, 
Garrett Supply Company, Airsup- 
ply Company and The Northill 
Company. 


BIG NEWS! 


wood PRODUCTS In the Wood Product 
(a) member cu ~ 
{= in the Field INVESTIGATE 


is already using air and water in| 
manufactures) we realize at once! 
that the international organization 
and international cooperation are 
the indispensable pre-suppositions 


~ ge ase Bee 


% 


to any attempt at a sound solution 
of the “share the world’s wealth” 
problem. The close relationship of 
the economics of the world and the 
great change in the economic struc- 
ture taking place all the world over 
are urgently asking for the creation 
of government-supervised interna- 
tional syndicates in control of pro- 
duction, as well as of the distribu- 
tion, of raw materials. 


Plan Not New 


“On a closer examination, such a 
proposal is not so “Utopian” as ap- 
pe at first sight. Neither the idea 
of national and international self- 
governing bodies nor that of na- 
tional or international public control 
isin any way a new one. There are 
a number of international syndi- 
cates—known and unknown. They 
are met with just as much in com- 
bines of commodities of any des- | 
cription as in the specialized spheres 
of “heavy,” chemical and electrical 
industries, and in those of a variety 
of manufactured goods. To them 
belong the international companies 
for travel and for transport of 
goods, and news by land, sea and | 
air. The eternal law of supply and | 
demand, and legitimate economic 
interests, however, will certainly 
meet with more understanding from 
self-governing syndicates, even un- | 
der inter-governmental authority. 

“There is little doubt that we shall 
have to pack up some of our old 
ideas in economics and finance, and | 
even more than this, men and | 
women in this country will never be 
persuaded that, if money in such 
large sums can be obtained for war, | 
it cannot certainly be secured for 
the development of life in peace. If 
large sums can be expressed as 
mere book entries for the purpose 
of donations to warship weeks, there 
seems to be no reason why money 
cannot be treated as a bookkeeping 
technique for the means of produc- 
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Mlthoutl the Middle 


THE GOLDEN GATE ISN’T WORTH A DAMN! 


Without the middle-income* families, the San Francisco market isn't 
worth anything to you either. Of the 206,051 families in San Francisco, 
over 110,000 of them are in this volume buying group. They represent 
the majority and, with wartime production and wages, they're really in 
the money today. 

One out of every two San Francisco middle-income families reads The 
FamiLy Circ_e Magazine every week. And in other West Coast cities and 
towns its coverage picture is substantially the same. 

Ordinarily, magazines do not offer concentrated coverage of individual 
markets, The Famiry Circie Magazine is unusual in that it does, extraor- 
dinary in that 78%? of its coverage is among middle-income families. 

Modern grocery stores handle a tremendous volume of customer 
traffic. The Fawiry Circie Magazine gets its coverage through exclusive 
“news-stands” in 4763 high-volume chain grocery stores. 

No less than 68 separate surveys by independent research organiza- 
tions show that the people who take this magazine read it thoroughly. 

If you want to reach San Francisco and other West Coast middle- 
income families, include The Famity Circve. 


* $1000 to $3000. +Starch Consumer Magazine Reports. 
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June 22, 1942 


Marketers Analyze War *: 
and Post-War Problems —_— 


Chevrolet Quality 
Dealer Program 
Proves Its Value 


Ann Arbor, Mich., June 15.—How 
the “quality dealer program” which 
Chevrolet division of General Mo- 
tors set up a number of years ago 
has proved its mettle in the present 
unprecedented period when these 
dealers have only a handful of new 
cars to sell, was explained in detail 
to the spring conference of the 
American Marketing Association 
here last weekend by King M. 
Chase, assistant general sales man- 
ager of Chevrolet. 

“Many years ago,” Mr. Chase 
said, “Chevrolet deliberately broke 
away from the theory that the more 
dealers we had, the more sales were 
made, and set out to redefine the 
dealer program in terms of what 
we call ‘quality dealers,’ with this 
broad platform governing our op- 
erations: 


“Hm-m! That sports an- 
nouncer on WFEDF Flint 
Michigan said I was well- 
proportioned,” 


/monthly average, for the same) 
period of 1942 it has gone up to} 
$7,031,000, an increase of 43.5 per 


Managing to Survive 


Last year, Mr. Chase reported, | 
“1. We decided to fix the num-|Chevrolet dealers offset 61.5 per 
‘ber of dealers, regardless of the size|cent of their fixed expenses with 
of the market. |service and parts profits; in April 
“2. We established a stationary of this year service and parts was 
yearly sales potential. taking care of 96.9 per cent of their 
“3. Each dealer must have ade- | fixed expenses. aot e 
quate profit opportunities. Chevrolet set up a merchandising 
“4. We set up fixed capital in- | Service and procurement depart- 
vestment requirements for dealers.|™ent in January, to help dealers | 
“5. Definite housing location re- | 5°Ure subsidiary lines. Such items | 
quirements were set up. as farm feeds and grain, tire and 
“6. We determined that each auto products, household appli- 
dealer should have a sufficient sales | °"°®* heating and lighting ou | 
volume each year. | ment, and a wide variety of other 
“7 There must he an adequate merchandise has been suggested to 
number of Chevrolet owners in | dealers, and currently about 3,700 
leach dealer’s territory.” are handling one or more subsidi- 
ary lines. 
Pruned Dealer Lists The sales department has also 
; _ |taken on the task of setting up| 
| Operating under these basic |“war products training schools” at | 
points, Chevrolet has pruned its| which men are being taught to act 
dealer list down from over 10,000) 4. army instructors so that they in 
in 1933 to about 8,000 currently,|turn can train army personnel to 
jand ultimately expects to have 4|ceryice automotive products. 
residue of 7,500 dealers, regardless | 
of possible future expansion in 
‘sales. In other words, the dealer | 
organization will remain compara- | 
‘tively stable, and increases in sales | 
| will not mean an increase in the | 
{number of dealerships. | Advertising during a period of 
As one result of this far-seeing | scarcity was discussed from the 
'program, Mr. Chase said, Chevrolet |consumer goods, the industrial 
dealers are relatively better off than|Mmanufacturer’s and the retailer's 
other automobile dealers. “So far|angle at one session of the mar- 
this year,” he said, “we have lost| keting meeting. Paul H. Willis, ad- 
2.8 per cent of our dealers, while | vertising department, Kraft Cheese 
‘the industry as a whole has lost 10| Company, told the marketers that 
per cent.” when Dec. 7 came, an expanded 
Working closely with the Chev- | Kraft advertising program projected | 
rolet field service organization,|for 1942 was altered to eliminate 
which was broken down into three|three phases of promotion, includ- 
groups of specialists when the qual-|ing one new product development, 
\ity dealer program was inaugurated|and the company immediately | 
—business management, service,| jumped into the nutrition program 
and truck sales — Chevrolet dealers|and into public service advertising. 
have reduced their fixed expenses|Half of Kraft’s Thursday ong 
from $13,000,000 to $8,000,000 ajbroadeasts this year, he reported, 
‘month as of April, a decrease of| have been devoted in part at least | 
36.9 per cent. Whereas their serv-|to government services and appeals. | 
ice sales for the first four months 


Advertising 


Although the company has gone} 


of 1941 aggregated $4,800,000 as ajall-out in connection with the nu-| 


trition program, Mr. Willis em- 
phasized that it has done every- 


Wovesolts RETAIL SALES n= 
49% love 38 Pcacctime) Hqurao 


Worcester’s wartime pros- 
perity flags this great in- 
dustrial market as a MUST 
for every advertiser seek- 
ing to cash in where oppor- 
tunities are biggest. Figures 
on retail sales show defi- 
nitely what is going on in 


Worcester. 


RETAIL SALES — Worcester, Massachusetts 


1938 — Peacetime 
$80,766,000 


Today’s figures, if available, would be still higher. Production, 
employment, payrolls are steadily rising. Cultivate this rich 
market now through The Telegram-Gazette, circulation over 


thing possible to avoid destroying | 
“all the glamor of eating — people | 
eat things because they like their | 
taste and looks as well as their) 
nutritional value.” 


Budget Is Vulnerable 


Advertising of consumer goods is 
developing a philosophy of service, 
he said, and added that studies 
show a larger and larger percent- | 
age of advertising devoted in some 
part to war themes, and to dis- 
cussions of post-war planning and 
products. 

The advertising budget is espe- 
cially vulnerable to hasty cuts dur- 
ing a period of scarcity, Mr. Willis 
warned, and said that advertising 
men must insist emphatically on 
enough advertising to keep their 
company’s name and brands alive. 
He presented an _ interesting an- 
alysis of various media from the 
standpoint of how noticeable a re- 
trenchment policy in each might be 
to the general public, and concluded 
that dropping out of radio was 
likely to create more consciousness 
of a retrenchment program among 
the public than a withdrawal from 
other media. 


“oe! , 


re 


Sees Advertising Gaining Stature 


vertising, Republic Steel Corpora- 
tion, asserted that “advertising has 


1941 — Wartime 
$120,388,000 


months” because its traditiona 


Source: U. S. Dept. of ¢ mnerce 
; function of selling products has 


semination of information on con- 


_ SALUTES 1942 'MINUTE MEN’ 


Today Amercar women wrt serving 
shevider te shoulder ett the men 
fmanca's army of produchon, dng 
he mggest ot 6 Nstory 

te Com WLAN ENUDREN 
Drrerter 0) Prodwctam Fer Dope 


SHE fghes on & prod 
tomorrow her bids 


fight, And she 


ys more, faster TO YOU WOMEN FAR WORKERS OF AMERICs—our 
Americe will win 


America is fighting for the things that 4n6 
Amerce our schools and homes, our 


RIAN FABRICS CORPORATION 


thes wer becouse 1441 Broedwey, Hew York City 


The women on the production line get well-merited acclaim in this full-page ad 


vertisement, sponsored by Brian Fabrics 


Corp., which appeared in the New York 


Times. Dundes & Frank, New York, handled the copy. 


registered one of the greatest gains | 


A GAIN OF 49 % in its history during the past 18] 


1 | Pany, reported that his depart- 


been broadened to include the dis- | : ; 
|put to exceptionally good use in 


servation and standardization as|"e!Ping customers get war orders 


good job of informative and public 


relations advertising is done now. 
Lawrence Sizer, advertising man- 

ager of Marshall Field & Co., told 

how, when war broke out, his or- 


ganization decided immediately, as | 


a basic war advertising policy, that 
its prime requisite was to keep its 
sense of stability and stick to busi- 
ness, and to eliminate all useless 
flag-waving, while at the same time 
doing all in its power to assist in 
the war effort through such special 
promotions as the sale of war bonds 
and stamps. Of necessity, he said, 
a constantly increasing percentage 
of the huge retailer’s advertising 
has consisted of institutional copy, 


}and there has been a “general, but 
| gentle, reduction in linage.” 


How Department Works 


As an indication of the volume of 
work turned out by his organiza- 
tion, Mr. Sizer reported that in a 
fairly typical week his department 
turned out 122,640 lines of news- 
paper advertising (approximately 
51 pages), and that on a single day 
67,675 lines of newspaper copy was 
turned out. In addition, the de- 
partment must plan and execute 
the designs for 126 windows, and 
between 12,000 and 14,000 interior 
display points. The sign bureau 
completes between 17,000 and 20,- 
000 signs a week. 


Holding Sales Forces 


Half a dozen specific examples of 


|the operation of sales forces under 


present conditions were presented 


|to the conference at a session de- 
Chester W. Ruth, director of ad- | 


voted specifically to this subject. 
Tomlinson Fort, assistant manager, 
central station sales department, 
Westinghouse Electric & Mfg. Com- 


ment’s 500 salesmen, most of whom 
are competent engineers, has been 


134,000 daily. Population: Worcester 193,694. City and Retail 
Zone 440,770. 


Te TELEGRAM “GAZETTE 


ORCESTER MASSACHUSETTS  — 
— Georoe F. Boorn, Pubeshe}- ae 
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_ OWNERS of RADIO STATION WTAG | 
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well as a multitude of other things, | "4 in helping to sell sub-contracts 
and because it has suddenly been|to customers; that is, in studying 
realized that “advertising is the|the plants of Westinghouse custom- 
voice of business —it is the only |ers and in fitting their facilities in- 
means by which business can ex-|to the sub-contracting needs of 
press itself coherently and ade-| Westinghouse, so that, in reality, 
quately.” A closer and more sym- | many Westinghouse customers have 
pathetic understanding between. actually been turned into Westing- 
business and the public is essential} house suppliers. In addition, he 
if business is to survive, he said, | said, the sales force is proving espe- 


}and the country will be better pre-| cially helpful to small businesses 


pared for the post-war period if a| by helping them to steer a straight 
} 


course through the seas of priori- 
ties. 


Assist with Priorities 


R. E. Gunn, assistant genera! 
sales manager of Iron Fireman Mfg 
Company, also stressed the sales 
department’s value in helping deal- 
ers find their way through the pri- 
jorities maze. The sales depart- 
|}ment has taken over the job of in- 
|terpreting and explaining priorities 
and other government regulations 
to the company’s own employes and 
to the employes of its distributors, 
usually dividing its comments into 
“what you can do and how” and 
“what you can’t do and why.” It 
also makes good use of the question 
and answer technique in explaining 
government rulings to distributors 

The first salesmen brought in off 
the road were placed in the pur- 
chasing department, Mr. Gunn said, 
quickly proving their value in this 
position. 

G. H. Robertson, industrial sale 
manager, Sherwin - Williams Com- 
pany, reported that his compan) 
has been able to maintain its entire 
sales force, with the exception of 
those who have joined the army. 
and said that this has entailed a 
considerable shift in duties, so as to 
keep the department _ balanced 
|Some have come iu to work o1 
|orities material, others are doing 
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service work with dealers and in- 
justrial users, and still others have 
een transferred to the company’s 
Washington office to work with the 
various government departments 
n ironing out problems related to 
var work. 


Overhauls Marketing Set-Up 


Arthur A. Hood, director of 
lealer relations, 
Sales Corporation, reported that 
since his company is now turning 
jut the same products it makes in 
peacetime, and since the construc- 
tion phases of the war effort will 
naturally ease off before other 
phases, Johns-Manville is even now 
eginning to plan for a complete 
verhauling of its marketing set-up. 
fhe problems of peace, he said, 
will be the problems of distribu- 
tion, and adequate, intelligent plan- 
ning can insure the translation of 


unlimited unsatisfied wants into 
sales. 
David A. Osborn, Studebaker 


Corporation, reported from the floor | 
is currently | 


that his organization 
maintaining 85 per cent of its sales 
organization, all of them working 
hard to be of service to dealers. He 
aid also that while his company 
has investigated the subject of sub- 
sidiary lines for dealers to handle, 
and does much consulting with 
dealers on this subject, it is care- 
ful not to put any such products 
under its corporate wing, feeling 
that in many cases attempts to 
handle new lines will 
beneficial to dealers, and in such 
cases the company might create ill 
will, rather than good will, if it en- 
couraged the installation of such 
lines. 


War and Business 


The program was filled out with 
numerous representatives of gov- 
ernment and industry, who 
cussed a wide variety of marketing 
problems and general business 
problems under both war and post- 
war conditions. One of the most 
interesting of these was Arthur R. 
Upgren, chief, National 
Unit, Department of Commerce, 
who pointed out that the problem 
the country will face after the war 
will be that of maintaining the ex- 
isting unprecedently high national 
income, rather than raising the 
economy from a low ebb, as 
necessary in 1933. Thus, he said, 
it automatically follows that the 
major portion of activity must come 
from private industry, rather than 
from public works programs. 

When the war ends, Mr. Upgren 
said, the case will be heavily loaded 


in favor of those who start planning | 


for the post-war period now. He 
warned, however, that some gov- 
ernmental controls must be main- 
tained during the immediate post- 
war period, especially in the field 
of prices, and also that the post-war 
planning job really consists of a 
short-term and a long-term job: 
the first applies to that period in 
which the wants and needs which 


Johns - Manville | 


not prove) 


dis- | 


Economics | 


was | 


TAMA AAT UAL 


tl 
HLL 


} Will 
NUL TE 


BOSTON 


have been dammed up by the war 
are satisfied; the second applies to 
the subsequent period when the 
backlog of demand has been rea- 
sonably well met. 


Profits at 1936 Level 


Laurence H. Sloan, 
ident, Standard & Poor’s Corpora- 
tion, reported that the index of 
production cannot go very much 
higher in this country, and that 
prices, despite price controls, are 
almost certain to go up further. He 
reported that industrial profits this 
year will be roughly equivalent to 
those of 1936, and that retailers, 
wholesalers and small manufactur- 
ers will be especially hard hit. 

Reavis Cox, chief, services pro- 
|grams branch, Division of Civilian 
Supply, WPB, declared that the 
|principles of marketing have 
jalready proven their fundamental 
soundness in Washington, assert- 
ling that the war effort 
| bogged down until marketing came 


vice-presi- 


at possible elimination of 


ADS Ad Winners 
Supply Treasury 


With New Themes 


San Francisco, June 17.—The 
Treasury Department reaped a wel- 
come harvest this week in the form 
of a batch of new ideas to spur its 
war stamp and bond drive. The 
material was amassed by Alpha 
Delta Sigma, national advertising 
fraternity, in the second 


| presentation 


annual | 


competition for the President’s Cup. | 


The George Burton 
chapter of New York University 
was adjudged the 1941-42 winner, 


|with its name taking a prominent 


place on the cup along with the 
initial victor, Penn State. But the 
judges decided that so many out- 


| standing contributions were entered 


really | 


in the first 

that a list of 
was announced. 
various 


wartime competition 
honorable mentions 

Highlights of the 
presentations have been 


into the picture. He hinted broadly | dispatched to Washington, to aug- 
much | ment material already in use in the 


cross hauling by saying that before| Treasury's continuing bond cam- 
long there will be a problem of | paign. 


having to decide who can use trans- 


N. Y. U. was awarded top honors, 


portation and who can ship goods|the judges announced, for a good 


and how far and under what con- 
ditions. 
O. K. Deferred Buying Plan 
Other 


Marsh, 
| who 


speakers 
Perfect 
suggested 


included Harry 
Circle Company, 
that the trade-in 


|the automobile industry might well 
be expanded to other commodities; 
Everett R. Smith, Macfadden Pub- 
lications, who presented the yearly 
summary of shifts in buying power 
which was reported in ADVERTISING 
| AGE some time ago; Wroe Alderson, 
OPA, and Vergil D. Reed, WPB, 
who is president of the association. 

Col. Willard Chevalier, publisher, 
Business Week, delivered an unusu- 
ally provocative talk on “This Busi- 
ness of War” at the only dinner 
meeting of the conference, and 
Brooks Emeny, director of the For- 
| eign Affairs Council, 


based 
| survey; 


plan which has worked so well in| 


discussed various aspects of the war | 
| Situation at the closing luncheon | 


| session. 

The only official business 
ducted by the American Marketing 
Association was the adoption of a 
plan for cooperating with the Na- 
tional Association of Sales Training 
| Executives 


cific deferred purchases. The 
sociation will bring this plan to the 
attention of appropriate govern- 


as- 


con- 


in fostering a plan for | 
the purchase of war bonds for spe- 


ment agencies and will offer the as- | 


sistance of the organization in help- 
ling to work out the details of the 
plan. 


Trade Association 
Directory Issued 


A new directory of trade associa- 
tions has been compiled by the De- 
partment of Commerce. The 320- 
page volume includes basic data on 
3,000 of the larger organized groups, 
including a large amount of infor- 
mation never previously assembled. 
The book is entitled “Trade and 
Professional Associations of the 
| United States.” 
| Copies may be obtained for 70 
'cents from the Superintendent of 
Documents, Washington, D. C. The 
| publication is a part of the Depart- 
ment of Commerce's Industrial 
Series Number 3. 


Dickinson to WCCO 


Ralph I. Dickinson, formerly sales 
| supervisor of Minneapolis Gas Light 
| Company, has resigned to join the 
isales staff of Station WCCO, Min- 
neapolis. 


‘Strickland Joins W63NY 

Jack Strickland, formerly Ameri- 
can Sales Manager of Network, has 
been placed in charge of time sales 
for FM Station W63NY, New York. 
|His office is located in the sales 
| department of WHN, with which 
| W63NY is affiliated. 


Wettlin Co. Closes 


Wettlin & Co., advertising and 
merchandising counsel, Camden, N. 
J., will discontinue activities for the 
|duration. Dan Wettlin, Jr., head of 
the agency, has entered the U. S. 
| Marine Corps. Carter-Thompson 
|Company, Philadelphia, will direct 
the accounts of Wettlin & Co. 


analysis of the campaign problems, 
on an intelligent consumer 

three outstanding adver- 
tisements headlined “Who's Migilli- 


Hotchkiss | 


cuddy,” “Can They 
Midville,” and 
lion Buyers;” 


Really Bomb 
“Wanted—130 Mil- 
and an 
of copy for other 
media. 

Honorable mention plaques were 
awarded to the Babson Institute, 
University of Missouri, Northwest- 
ern University, University of Ore- 


gon, Pennsylvania State College, 
|Stanford University, Temple Uni- 
versity, University of Southern 


California, University of California 
and University of California at Los 
Angeles. 

Walter A. Burke, McCann-Erick- 
son, was chairman of the commit- 
tee on awards. Lou E. Townsend, 
vice - president and advertising 
director of the Bank of America, is 
president of the advertising fra- 
ternity. 


Moore to Duane Lyon 


Mary Furlong Moore, 
account executive with 
Blondin Associates, New York, has 
joined S. Duane Lyon, Inc., New 
York, as merchandise publicity di- 
rector. 


formerly 
Catherine 


Names Jasper, Lynch 


Jasper, Lynch & Fishel, Inc., New 
York, has been named advertising 
agency for Gould-Moody Company, 
New York, maker of Black Seal 
glass base recording discs. 


excellent | 


Price Order Issued 
Against A. E. Staley 


A. E. Staley Mfg. Company, De- 
catur, Ill., has been served with a 
cease-and-desist order by the Fed- 
eral Trade Commission as the out- 
growth of a case involving price 
discrimination in the sale of corn 
products used by candy and syrup 
manufacturers. The action was 
taken under the Robinson-Patman 
Act. 

The order cites a long list of al- 
legedly discriminatory price prac- 
tices, particularly in connection with 
price advances. 


Canadian Ale Campaigns 


Canadian Ace Ale has released 
the most ambitious advertising 
campaign in its history through 


David Malkiel Advertising Agency, 


Boston. During June, July and 
August, the company will use 88 
painted highway bulletins, eight 


radio stations and 154 daily news- 
papers in New York, Connecticut, 
Massachusetts, New Hampshire, 
Vermont and Maine. 


Suit Account to Menken 


Handmacher Golden, Inc., New 
York manufacturer of misses’ and 
junior suits, has appointed Menken 


Advertising, New York, to direct 
advertising. Full-page advertise- 
ments in fashion magazines, mat 


ads and counter cards will be used. 


BIG BOMBS 
Get Results! 


Cleveland, | 


Color in advertising is a bombshell. It blasts indifference . . . com- 
pels attention. It’s possible to use gorgeous natural color in 
GUIDE SCREEN MAGAZINES even on the smallest budget. 


Beautiful, glowing ads in full life-like color form a powerful 


a 
| 


| 


i 
Vy 4 


spearhead for the regular black and white campaign. Readers 
can’t resist buying...salesmen show the ads to dealers with pride. 


The cost of four-color pages or half pages is very moderate .. . 
even less than black and white in some magazines. Reproduc- 
tion by the famous Dultgen process of colorgravure eliminates 
the need of plates. The only cost is the price of the space. Re- 
prints (available at a slight charge) can be mounted to produce 
striking display cards at a big saving. 

Let us show you samples of GUIDE MAGAZINES’ color and 
tell you the successes other advertisers have obtained with it. 


SCREEN GUIDE - STARDOM 


Published by The Guide Magazines 
HARRY HAYDEN, Adv Manager 


551 Fifth Avenue, New York 


OFFICES OF ADVERTISING REPRESENTATIVES 


731 Plymouth Court, Chicago 


Duncan A. Scott & Co. * San Francisco + Los Angeles 
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Scenic Folios 
Offered with War 
Stamp Purchases 


San Francisco, June 18.—Stand- 
ard Oil Company of California’s 
popular series of Western scenic 
views—millions of which have been 
distributed free in recent years with 
the purchase of Standard products 
—has been enlisted on behalf of the 
current war savings stamp drive. 
Plans call for prominent mention of 
the 1942 series in the current “Town 
Pump” copy of Standard’s exten- 
sive newspaper campaign. 

A new series of color photographs 
of the West is being offered free this 
season to every person buying war 
stamps at Standard service stations 
or wherever Standard products are 
sold. The new prints are contained 
in a four-page folio, which includes 
dramatic stories about the view by 
America’s foremost authors. Prints 
in the series are released weekly. 

The picture-war stamp _ tie-up 
was announced with a large space 
color ad in the Pacific issue of 
Parade, The American 
Coast edition and magazine sections 
of Western newspapers. Besides in- 
clusion in the regular weekly “Town 
Pump” column each new art print 


will be featured with point-of-sale | 


material at stations, and reminders 


will be given with radio time 
signals. 
The new “Town Pump” cam- 


paign, now appearing in 430 West- 


You Can’t Do a Good Job 
if you haven’t got Good Photos! 


Eye*Catchers puts you 
on exactly the same 
plane as the big shot 
who pays $50, and more, 
for one photo like this 


You get 


QUICK Over 


NOW! 


EYE*CATCHERS, INC. 
10 E. 38th Street, New York 


Weekly | 


to fill a Satevepost page. | 
grand photos | 
7000 | 


| Advertising Club 
Other 


subjects 100 new ones | 
every month. Cost per 
photo a little over one 
dollar on new War- 
time, No-Risk subserip- 
tion plan, (Mats, too!) 
FREE proofs and de 
tails on request No 
obligation. Write} 


| secretary; 


ern papers, uses three full columns, 


|}on a weekly schedule in metro- 
| politan areas and somewhat less fre- 
/quently at other points, and simul- 
lates a “column” in cartoon format. 

Breaking in mid-June is an out- 
'door campaign covering a_ broad 
area in Standard’s Western terri- 
tory, featuring illustrations by 


Howard Scott and highlighting the | 


slogan “Standard Takes Better Care 
of Your Car!” 

Batten, Barton, Durstine & Os- 
born is the agency. 


Prints Bridge Edition 

The Evening Review, Niagara 
Falls, Ont., published a Rainbow 
Bridge edition to salute the com- 
pletion of the new _ international 
Rainbow Bridge. The edition ap- 
| peared in magazine format, and 
|embraced four sections, three of 
| which were rotogravure and one in 
| 
| 


| which the developments and sig- 
| nificance of the bridge were dis- 
cussed editorially. 


| Hails 200th Anniversary 


The New Era, Lancaster, Pa., 
published a 96-page 200th anni- 
versary edition June 13, commemo- 
lrating the bicentennial of Lan- 
caster’s incorporation as a borough. 
| The edition climaxed the 
tion. 


Lancaster became a borough 
| under 


a charter granted by King 
| George II May 1, 1742. 


Issues Anniversary Edition 

The Jewish Advocate, Boston, 
Mass., issued a special edition com- 
|}memorating the 100th anniversary 
of the foundation of a Jewish com- 


ty in Boston on June 13. The 


edition also marked the 40th anni-| 


|versary of the Advocate’s continu- 
|ous publication, and its 25th year 
under the editorship of Dr. Alex- 
ander Brin. 


Pittsburgh Adclub Elects 


Betty Hoyer, advertising manager 


| of Boyd’s, Inc., Pittsburgh, has been 
|elected president of the Women’s 


of Pittsburgh. 
new officers are Helen Ry- 
man, vice-president; Mary Cox, 
treasurer; Florence King, recording 
Mary Ursula O'Hara, 
corresponding secretary; Mary 
Morrisey, auditor. 


WHO WI 


LL SELL 


YOUR PRODUCTS 


AFTER THE WAR? 


the emergency? 
dealers? 


Since our facilities are 


your product. 


ment. Write for your 


GENERAL OFFICES: 900 E. 


“TRADEMARKS REG. U. S. PAT. OFF. 


Will you have lost many of your dealers during 


Will you have to acquire new 
Will there be a real scarcity of deal- 
ers, and those in great demand? 
get your dealers and how will you HOLD them? 


These problems are sure to face you after 
America has “won the peace.” Just as we have 
helped many of the nation’s leading merchan- 
disers build strong dealer organizations in the 
past, so, too, are we planning to help during 
the post war period of readjustment. 


the production of war materials we cannot build 
for you the famous Artkraft* “Signs of Long 
Life.” but we are planning now for the day 
when you will again want those striking, at- 
tractive dealer signs because they make for a 
strong dealer organization and more sales for 
(Proven by audited and certi- 
fied surveys of our Customer Research Depart- 


Artkraft* is Building for Victory. 
Buy War Bonds and 5S 


— by ARTKRAFT* SIGN COMPANY 


How will you 


now devoted entirely to 


copy.) 


tamps. 


KIBBY ST., LIMA, OHIO, U. S. A. 


celebra- | 


| 5. 
|Rinso, will be heard over 81 NBC 


Ce Brown Gels 
Davis’ Time; Lever 
Takes Benny Spot — 


New York, June 17. — Following 


| the appointment of Elmer Davis by 


President Roosevelt to head the new 
Office of War Information, Cecil 
Brown, CBS foreign correspondent, 
has been named to take over Mr. 
Davis’ spot for Johns - Manville 
Corporation. It was learned today 
that Mr. Brown is flying East and 
will arrive here tomorrow for sign- 
ing of the new contracts. The 
Johns-Manville broadcast will con- 
tinue on a five-a-week basis, Mon- 
days through Fridays at 8:55 to 9 
p. m., EWT, over 56 CBS outlets. 
J. Walter Thompson Company is 
the agency. 


“America the Free’ Continues 


American Home Products has re- 
newed for another 13 weeks its 
program, “America the Free,” heard 
Saturdays over 71 NBC stations 
from 11:30 to 12 noon, EWT. The 
broadcasts are sponsored for Ana- 
cin via Blackett-Sample-Hummert. 

New Rinso Program 

Lever Bros. Company will take 
over the Jack Benny time on NBC 
for a 13-week period starting July 
The new Lever show, aired for 


outlets on Sundays from 7 to 7:30 
p. m., EWT, and will star Edna May 
Oliver. The contemplated broad- 
cast is as yet uncast and untitled, | 
however. Ruthrauff & Ryan will | 
be the agency. 


“Victory Parade,” starring top- | 


‘flight NBC shows under Office of 


Facts & Figures auspices, and now 
heard during the Jack Benny 
period, will switch back to the 6:30- 
7 p. m. spot starting July 5 when 
the Kraft Cheese “Great Gilder- 
sleeve” show for Parkay goes off 
for the summer. 

Lever Bros. Company has also 
renewed two of its daytime pro- 
grams over CBS, “Big Sister,” and 
“Aunt Jenny.” “Big Sister” is 
aired for Rinso, Mondays through 
Fridays from 12:15 to 12:30 p. m., 
EWT, over 76 CBS stations and 30 
outlets of the Canadian Broadcast- 
ing Corporation. “Aunt Jenny,” 
likewise heard Mondays through 
Fridays, is aired for Spry, 11:45 to 
12 noon, EWT, with a rebroadcast 
at 2:15 p. m., over 61 CBS stations 
and 30 stations of the Canadian 
Broadcasting Corporation. Ruth- 
rauff & Ryan is the agency on both 
accounts. 


General Mills Renews 


General Mills has renewed 
“Stories America Loves” over 40 
CBS stations. The program is heard 
Mondays through Fridays from 
10:15 to 10:30 a. m., EWT, with a 
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1942 1941 or Loss 1942 1941 or Los 
Food Chains 
Dn <asteneaes $ 4,173,405 $ 2,947,707 +41.6 §$ 19,948,118 § 13,820,712 +44 
*Kroger Groc. & 

 : aver 29,601,152 23,250,130 +27.0 138,062,802 +2 
tNational Tea 7,089,478 241,877 + 35.3 35,200,892 +3 
tSafeway ..... 47,233,357 36,978,610 +27.7 229 1,826 + 
Group Total ....$ 88,097,392 $ 68,418,324 +28.8 $422,423,638 $323,434,742 

Mail Order 
tSears, Roebuck..$ 68,355,774 $ 84,839,135 -——-19.4 $282,365,839 $276,930,379 
Spiegel , eaihel 3,450,610 4,808,542 —28 18,504,268 20,897,918 
tMontgomery 

rrr 50,761,616 60,519,761 —16.1 202,191,24 196,913,097 
Group Total $122,568,000 $150,167,438 —18.4 $503,061,350 $494,741,394 

Drug Chains 
Oe $ 796,209 $ 747,561 +6.5 $ 6,134,064 §$ 5,873,399 
Walgreen r 7,909,842 6,843,72 + 15.6 37,695,384 33,117,060 
Group Total --$ 8,706,051 $ 7,591,284 +14.7 §$ 43,829,448 § 38,990,459 
Variety and Miscellaneous 
Bond Stores -$ 2,753,942 §$ 4,059,833 32.2 $ 22,248,224 §$ 16,528,551 
Butler Bros 8,594,126 7,506,178 +14.4 45,631,158 35,022,375 
a. Colonial Stores, 

Ine oe 6,030,115 4,346,297 +38.7 29,252,583 21,318,804 
Consolidated Re- 

tail Stores 999,792 970,816 + 3.0 5,674,474 4,501,484 
Edison Bros ° 4,111,061 3,381,439 + 21.6 17,643,471 13,247,878 
Fishman, M. H... 514,781 463,356 +11.1 1,990,091 1,717,552 
Grant, W. T..... 12,200,497 10,602,709 +15.1 52,428,149 42,272,823 
tGreen, H L 4,838,170 4,315,183 + 12.1 17,352,346 15,084,818 
tinterstate Dept. 

Stores, Inc “er 2,942,103 2,783,298 + 5.7 10,869,824 
Kresge, S. 8S. .. 15,272,053 14,381,383 +16.2 70,019,103 5 
Kress, 8. H : 8,573,144 7,958,323 + 7.7 40,192,636 8 
Lane Bryant, Ine. 1,946,665 1,586,665 22.7 9,450,622 4 
{Lerner ee 5,168,992 4,256,015 + 21.5 18,506,392 1 
McCrory Tevet eT 4,749,483 4,100,835 + 15.8 21,468,114 1 
tMecLellan§ Stores. 2,499,201 2,328,559 + 7.3 8,488,179 1 
Murphy, G. C 6,135,797 », 297,942 + 15.8 26,433,661 
Neisner Bros ; 2,583,710 2,311,458 +11.8 10,744,959 ; 
Newberry, J. J.. 5,845,245 5,165,805 +13.1 25,385,128 
Penney, J. C. 37,169,911 $ 2,13 + 26.5 162,074,473 
Western Auto » 4,534,000 6,433,000 29.5 24,407,000 
Woolworth, F. W 32,660,208 29,777,719 + 9.6 151,873,259 
Rose's 5, 10 & 25« 

oo re 716,419 196,809 20.0 2,974,849 2,455,537 ' l 
Schiff Co _ 1,972,599 1,756,119 12 7,047,375 5,778,655 9 
Group Total -.$172,812,014 $153,761,874 412.4 $782,156,070 $636,363,183 
Combined Total. .$392,183,457 $379,938,920 + 3.2 $1,751,470,506 $1,493,529,778 

Four weeks and 20 weeks. 


[Four month period 
*Eight month period 
au. Four weeks and 21 weeks. 


Tobe Deutschmann 
Stresses War Use 
of Radio Filter 


New York, June 17.—To drama- 
tize the role of radio noise suppres- 
sion equipment on army vehicles 
and small naval vessels, Tobe 


Coming 
Conventions 


June 21-25. Advertising Federa- 
tion of America, annual convention, 
Hotel Commodore, New York. 


Deutschmann Corporation, Canton, June 21-25. Pacific Advertising 
Mass., this week released a sched-| Association, annual convention, 
ule of monthly magazine and busi-| Paradise Inn, Rainier National 


ness paper insertions. 

Page ads will appear in Business 
Week, Fortune, Newsweek and 
Time. The series will be _ illus- 
trated with large drawings, pictur- 
ing army jeeps in combat, with the 
caption “No Noise Please!” Copy 
will explain the vital necessity for 
clear short wave signals between 
commanding officers and_ soldiers 
on the field. 

The company points out that 
“Tobe started to solve the problem 
of man-made static 15 years ago,” 
and concludes: “To radio interfer- 
ence caused by virtually any elec- 
trical device, you can say ‘No noise 
please—Thanks to Tobe filterettes’!”’ 
Peacetime uses of Tobe equipment 
are also described. Franklin Bruck 
Advertising Corporation is the 
agency. 


Park, Wash. 

June 29-July 1. National Indus- 
trial Advertisers Association, an- 
nual meeting, Hotel Traymore, At- 
lantic City, N. J. 

Sept. 15-16. National Publishers 
Association, annual meeting, Sky- 
top Lodge, Skytop, Pa. 

Sept. 28-29. Southern Newspaper 
Publishers Association, annual 
meeting, The Arlington, Hot 
Springs, Ark. 

Oct. 26-28. Financial Advertisers 
Association, annual clinic, Edge- 
water Beach Hotel, Chicago. 


Ad Principles Hold 
in Best War Posters 


Posters that appeal to the emo- 
tions and express their themes in 


TT 


rebroadcast to the West coast at 

11:45 a. m., for Wheaties. Knox 

Reeves Advertising is the agency. 
Renews “Music Hall” 

Kraft Cheese Company has re- 
newed “Kraft Music Hall,” aired 
Thursdays from 9 to 10 p. m., EWT, 
over 86 NBC stations, for 52 weeks 
effective July 23. The program 
will remain on the air throughout 
the summer, but Bing Crosby, who 


will go on vacation, will be re- 
placed by his brother, Bob Crosby. 
J. Walter Thompson Company is 
the agency. 


Louis London Opens 
Newark Agency 


Louis London, formerly vice-pres- 
ident of United Service Advertising, 
Newark, N. J., has opened the Louis 


;}London Advertising Agency, 


| 


972 
Broad street, Newark. 

Morris London, formerly secre- 
tary of United Service, has become 
a partner in Yogg & Co., ad- 
vertising agency, 29 Elizabeth ave- 
nue, Newark. 


Elliott to GM 
T. R. Elliott, formerly with Mac- 
Laren Advertising Company, To- 


ronto, has been appointed public 


| relations manager of General Mo- 
| tors of Canada, with headquarters 
in Oshawa. 


Beh ing 


—$_—__—_— | literal pictures, photographic in de- 

| tail, are most effective in support- 

Roberts to Compton | ing the war effort, according to a 

Helen Roberts, formerly with the| study recently completed by Young 
copy department of Benton &/|& Rubicam. 

|'Bowles, New York, has _ joined The study is based on a survey 


Compton Advertising, New York, in| of public reactions to 33 war posters 
the same capacity. in Canada made by the agency for 
|the Graphics Division of the Office 
|of Facts and Figures, and has been 
published under the title, “How to 
Make Posters That Will Help Win 
the War.” Advertisers and agen- 
cies may obtain copies from Young 


Ferrin Joins Kastor | 

Frank W. Ferrin, formerly vice- | 
president of Henri, Hurst & Mc- 
Donald, Chicago, has joined H. W. 


Kastor & Sons Advertising Com-| ay 
pany, Chicago, in an executive | © eens 
capacity. 


| Guarch to Grey 


Gerard Guarch, formerly art di- 
recter of Arthur Kudner, Inc., New 


Reeves to Lane 


B. M. Reeves Company, New 


York, has appointed Director &| York, has joined Grey Advertising 
Lane, New York, as advertising! Agency, New York, as associate art 
agency. director. 


| 


THE SYNDICATE STORE MERCHANDISER * 79 MADISON AVE., NEW YORK, N 


» ¥. 


ca | 
; a ee 
2 - ——S 
, ae : " 
- oa ee 
' a 
. ation 
2 * aha 
: ‘ PO ies 
y h 
S = n 
ey a Pa TS ee 
oo (— 7a i 
ae a. tr t 
ae wa E “amt a Le 
a he “oe t 
ie 
ee : “ 
% a t 
at n 
a 4 . 
* | 
me i ——— — es 
eed! ee cl 
a ; as 
CE 
sid ee S| 
pa 4 ang 
inte Ww 
ere re 
te ao : 
o 7 sc 
re en 
; ' | at 
Su 
é Is} 
SS 7 
Wi 
| We 
ae | P| St 
rr 3 pe 
the 
ek 
-_ ' 
Ss Ge | —— siz 
ee « AMER a, 
ee The Lage he 
a ee eg circulation in A 
SIGNS * | rae . - Br Ww ELD De 
LONG : ee B: 
; \_ aS S 
| | | Ze ent * ae T 
St es = Team ae, a a 2S i 
sai eS | - er ; 
' ee) ae 
St =i” 
re es Sy ae oa si: te OMAR APS ae Sten a ge RIF ate ae oler abi Veet SCR AR A ae ae) NR OM ieee akg ei 


June 22, 1942 


ADVERTISING AGE 


27 


___AN EXPLANATION 


hhouseaires... | 


Here are answers to your questions about 


SOAR CAVING 


1. Dees the US Government went heme — S. in view of wer conditions how 
en OF Frm Feet ote seemmamer ? She te wet wege: fe cerning” 
‘ 


2. Conning tebes suger Will suger be 
e-eebie ter thn ’ 


7. tow Go | an ey heme tre conning? 
2. waocgectamenensaghtercoming? 4 


‘ a vee The top-quality 
pote aby — sugar home-grown 
in the West 


Using newspapers, Spreckels Sugar Co., 
San Francisco, carried this 820-line mes- 


sage to clear up housewives’ misunder- 

standing over sugar rules and wartime 

home canning. Both cane and beet 
sugar are recommended. 


Human Interest 
Tops War News 
in Reader Pull 


New York, June 17.—Women con- 
tinue to show greater attention to 
human interest news and news af- 
fecting their home life than war 
news, according to Study No. 51 of 
the Continuing Study of Newspaper 
Reading, released last week by the 
Advertising Foundation. The study 
is based on the Thursday, May 7 
issue of the Columbus Dispatch. 

The page 1 banner story, sum- 
ming up the fall of Corregidor, at- | 
tracted only 45 per cent of the 
women interviewed, while an illus- 
trated AP feature story, “He Puts 
Spare on Parked Baby,” was read 
by 72 per cent of the women. 
“Readership of the story, highest in 
the issue,” according to the report, 
“indicates women’s preference for 
human interest stories.” 

Eight of the ten best-read stories 
dealt with local or human interest 
news, three with sugar rationing. 
Men, however, show a greater in- 
terest than women in war news, 
the Foundation reported. 

This interest was reflected in two 
oil company ads that scored high- 
est among men in the _ national 
classification: A 1,338-line Sohio 
ad, with “Keeping Them in Action” 
as a headline, was read by 26 per 
cent of the men, and an 834-line 
Shell Oil Company ad on _ the 
“Ground Crew Service” theme, 
with a War Department tie-up, was | 
read by 20 per cent of the men. 


Swan Ad Well Read 


Highest readership for national | 
advertisements among women was | 
scored by a 965-line Swan Soap ad, | 
employing cartoon technique, which 
attracted 24 per cent of the women | 
surveyed. A 594-line O-Cedar pol- | 
ish ad featuring a free offer of O- 
Cedar upholstery and rug cleaner, 
Was read by 24 per cent of the| 
women. 

A full-page Lazarus Department | 
Store advertisement stopped 75 per | 
cent of the women. A 300-line sec- 
tion for housecoats was read by 62 
per cent, approximately three times 
the median readership of separate | 
Clothing advertisements of similar 
SIZE 


Lever Bros. Judgment 
Affirmed by N. Y. Court 


The New York court of appeals 
has affirmed a judgment of the ap- 
Pellate division in favor of Lever 
Brothers Company against J. Eav- 
enson & Sons, Inc., Camden, N. J. 
Th judgment, which amounts to 
$72.285.35, includes profits realized 
by Eavenson from the sale of a 
Product closely resembling Lever 
Brothers’ Lifebuoy health soap, 
Court costs, attorney’s fees, etc. 

The judgment has ended litigation 
W h began in March, 1934. 


Deines Named Ad Mar. 
of G-E Radio Department 


Harry J. Deines has been ap- 
manager of 


pointed advertising 
General Electric 
Radio, Television 
and _ Electronics 
Department, and 
also made a 
member of the 
company’s adver- 
tising committee. 
Since December, 
1940, Mr. Deines 
had been adver- 
tising and _ sales 
promotion man- 
ager for the re- 
ceiver division of 
the department 
at Bridgeport, 
Conn. 

Mr. Deines joined General Elec- 
tric Company in 1930 after gradu- 
ating from the University of Colo- 
rado. He completed the company’s 
student engineering course at Sche- 


H. J. Deines 


nectady in 1931, and was trans-| 


ferred to the publicity department 
where he prepared central station 
publicity and advertising, edited 


the company’s internal magazine, | 


and then became assistant to the 


division manager in charge of trans- | 


portation advertising. In 1939, he 
became publicity representative for 
the New York district and the fol- 
lowing year was advanced to his 
most recent position. 


‘War Will Force 
Agencies to Shift | 
Methods’—Coutant | 


New York, June 16.— War and 
|post-war marketing changes will 
force advertising agencies to over- 
haul traditional concepts of agency 
service and media selection, accord- 
ing to Dr. Frank R. Coutant, vice- 
president of Fact Finders Associ- 
ates. 

Dr. Coutant keynoted the first of 
a series of monthly conferences on 
postwar planning held yesterday 
at the Advertising Club under the 
auspices of the New York chapter 
of the American Marketing Associa- 
tion. 

One of the most important trends 
in marketing during the war is the 
rapid growth of the self service 
store, Dr. Coutant reported. This 
trend is evident not only in super- 
markets, but in smaller neighbor- 
hood food stores, even in drug 
stores, he said. 

“Display alone determines sales 
|in self service stores,” Dr. Coutant 
pointed out. “The housewife buys 
|what she sees. Already evident is 
a reduction in display of nation- 
ally advertised brands in self serv- 
‘ce stores. Retailers are tending 


| 
;}more and more to display their own 


distributors’ brands, frequently mis- 


/mamed private brands, as_ substi- 
| tutes for national brands. 


“This trend in self service stores 
will force agencies to accept re- 
sponsibility for following up their 
advertising to influence what goes 
on in the retail store. The national 
advertiser is today working for the 
retailer. The retailer is no longer 
working for him.” 

The monthly “post-war planning” 
meetings of the marketing group 
will be directed by Rene Pepin of 


|}the new products division of the 


Vick Chemical Company. 


Sales Managers Elect 

New York Sales Managers Club 
has elected William F. Arnold, gen- 
eral sales manager of Underwood 
Elliott Fisher Company, president. 
Other officers are: vice-president, 
Herman Price, vice-president and 
general manager, Eagle Pencil Com- 
pany; treasurer, Gilbert Lloyd King, 
vice-president, Lamont Corliss Com- 
pany; secretary, John William John- 
son, sales manager, Dennison Mfg. 
Company. 


‘ e ’ 

Romantic Story’ to 25c 
Fawcett Publications will increase 

the newsstand price of Romantic 

Story from 10 to 25 cents with the 

August issue. 


N. Y. Milk Dealers Explain 
Price Rise to Housewives 

Advertising as an effective 
weapon against public misunder- 
standing appeared in the Post- 
Standard, Syracuse, N. Y., with the 
launching of a 26-week campaign 
by a group of central New York 
milk distributors. 

The milk situation in Syracuse 
grew tense during the’ winter 
months when the dairies were 
forced to raise the price of milk 
one cent per quart. A group of 
women, spurred on by what they 
thought was an unjust price in- 
crease, formed themselves _ into 
“Organized Housewives.” With pur- 
chased newspaper space, mass 
meetings and a “block woman” 
system, they quickly built up an 
aggressive organization that seri- 
ously threatened the dairy business. 
Flack Advertising Agency, Syra- 
cuse, designed the current adver- 
tisements to present the true dairy 
picture to housewives, and to prove 
to them that the increase in the 
cost of milk was justified. 


TOPS. 
im Connecticut | 


*Nert “ 
Sendey Erclaon ia 80,059 


NATIONAL REPRESENTATIVES J 
LORENZEN & THOMPSON 


This photo taken in action in Bataan by U. S$. Army Signal Corps 


The War isn't fought in Fox Holes alone 


} ip fought in the mind. It’s fought 
with a will to win. It's fought with 
a belief in a cause worth dying for. 

That will, that belief, is known as 
morale. 

Dur enemies have had years of in- 
doctrination. They have been condi- 
tioned to believe themselves part of a 
“new order” . . . to which the contri- 
bution of their lives is small but all- 
important. They believe themselves cogs 
in a vast machine. 

Our soldiers do not fight that way— 
because they do not live that way. They 
believe in the sanctity of the individual. 


They must be treated as persons. 

To maintain their morale in the 
American way, the USO has devoted all 
its time and energy since practically the 
beginning of conscription. 

It has done this by staffing and main- 
taining club houses near all training 
camps and in outlying possessions of the 
United States. 

Today its work is far greater than 
ever, its need for funds to carry on more 
than doubled. 

The USO needs your help more than 
ever before! 

High government and military offi- 


cials—including General MacArthur— 
have praised the work done by the USO 
and recognized its importance in the 
war effort. 

But it needs recognition from you— 
recognition in the way of dollars and 
cents. For the six national agencics 
which comprise the USO are publicly 
supported. 

Now above all times, to make your 
dollars count, give to the USO! 

Send your contribution to your local 
USO Committee or to National Head 
quarters, USO, Empire State Building, 
New York, N. Y. 


Give to the U 5 0 
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ADVERTISING AGE 


Copywriting Is 
Engineering Job, 
Says Wiseman 


New York, June 15.—The making 
of advertisements comes in for 
major attention in the second vol- 
ume of Mark Wiseman’s “The 
Anatomy of Advertising,” following 
the principles of reader interest 
and appeal outlined in the initial 
volume. Like its companion study, 
volume two goes on with the ques- 
tion: What will a given number of 
prospective customers do at a given 
time under the influence of given 
stimuli? 

As in the first volume (reviewed 
in ADVERTISING AGE March 16) Mr. 
Wiseman concentrates on certain 
themes: specific information, cap- 
tions with every illustration, head- 
lines that tell a story, and symbols 


that are technically correct. In 
dissecting headline - writing, Mr 
Wiseman finds six outstanding | 
weaknesses: the “product pushing” 
headline (advertiser’s interest be- 
fore the customer’s); the “we 
are great people” headline; the 
“incredible claim” headline; the 
“parallel” headline (in which an 


attempt is made to draw a parallel 


between two dissimilar subjects); | 
the “why not” question headline; 
and the “useless words’ headline. 


Copy an Engineering Job 


As in the first volume, Mr. Wise- 
man reaffirms his view of the art 
of copywriting. Unless copy is 
based on fact, or if the format in 
which it appears is poor, then no 
matter how sparkling the copy, it 
is doomed to reader limbo. Says 
Mr. Wiseman: “If we can start our 
copy-thinking with the idea that | 
the making of advertisements is not 
primarily a literary task, but an 
engineering task, we shall have 
automatically readjusted our con- 
cept of copy to reality. Copy will 
then take its relative position and 
can be judged by specific criteria.” 

Mr. Wiseman digs deep into copy 
research, and points out funda- 
mental differences in Clark and 
Starch surveys to show the reason 
for variance in figures. In respect 
to advertising analysis, however, he | 
seems to feel obliged to say: “Ob- | 
viously, only a few aspects of | 
advertising can be ‘proved.’ As in| 
geometry, some propositions must 
be accepted as axiomatic.’ Like- 


wise, he warns that “anyone who'tration in San Francisco. 


|nition of the types of 


attempts to predict readership re- 
sponse to appeals, ideas and even 
formats is simply guessing. . . We 
are still too ignorant of people as 


people—as reactors to stimuli—and 
about people as purchasers — as 
units in a_ social economy —to 
possess more than a few criteria 


upon which we can rely when deal- 
ing with 


individuals in the mass.” 
Like his first volume in “The 
Anatomy of Advertising,” Mr. 


Wiseman’s second book is brisk and 
readable, and the numerous refer- 
ences to statistical studies and the 
cogent evidence presented therein 
fail to transfer the book from good, 
informative reading to the weighty 
tome class. The book is profusely 
illustrated with samples of recent 


advertising campaigns, with survey | 


results of the effectiveness of each. 
Harper & Bros. is the publisher and 
the volume is priced at $3. 


Metro Releases Approved 
Patterns for Nutrition Ads 


First government-approved pat- 
terns for newspaper advertising by 
means of which food retailers can 
tie in with the national nutrition 
plan, have been sent to newspapers 


throughout the nation with release | 


of the July issue of Metro News- 
paver Service, New York. 

The special program includes a 
three-page supplement to the July 
service, in which officially prepared 
material on these subiects is car- 
ried: How food retailers can tie-in 
their advertising; an illustrated defi- 
food prod- 
ucts included in the nutrition food 
rules, and the rules; a formula for 
retail advertising in connection with 
the plan. The releases are accom- 
panied by mats of essential illus- 
trations. 


Adwomen in War Work 


Philadelphia Club of Advertising 
Women has distributed 100 comfort 
kits to service men overseas. Each | 
comfort kit, made of olive drab cot- | 
ton, 11x14 inches, contains eleven | 
items: small soap box and _ soap, | 
deck of cards, cigarettes, shoe pol- | 
ishing cloth, pencil, writing paper | 
and envelopes, chewing gum, 40-| 
inch tan shoe laces, six razor blades, 
pocket size book of mystery stories 
and a housewife’s sewing kit. 


Bogert to OPA 


Elliott V. Bogert, of the merchan- 
dising department of This Week 
Magazine, San Francisco, has been | 
granted a leave of absence for the 
duration to accept an appointment | 
with the Office of Price Adminis- 


WORCESTER 


If you want to see Central New England's radio station 
preference, WTAG is the place to look. All independent 
surveys show this rich industrial area with ears glued 
to WTAG, morning. noon and night. From 8:00 a. m. 
to 8:00 p.m. no other one station equals WTAG’s 
ratings. Ask for the full details. 


NBC BASIC RED NETWORK 


by The Worcester Telegram-Gazette 


EDWARD PETRY & COMPANY, 
NATIONAL REPRESENTATIVE 


Owned and operated 


_ Getting Personal _ 


James Benedict Kobak, younger son of executive v.p. Edgar Kobak 


of the Blue Network, 


married Hope 
D. C., two days after his graduation from Harvard. 


McEldowney of Washington, 


Young Kobak, 


who hopes to make a career in the writing or publishing field, is due 
to join the Army within a month or two... 

The lead article in the June 20 issue of The Saturday Evening Post 
deals with J. G. Taylor Spink, dynamic publisher of Sporting News, 


baseball’s Bible. . . 


W. J. Newens, head of the Lincoln, Neb., agency bearing his name, 


celebrated the arrival of a second son June 14. 


is tentatively named George. 


Principals in this Cleveland hotel “court room" are (left 
to right) C. M. Hunter, program director of WHK-WCLE, 
who is convincing the Cleveland Ad Club that K. K. 
Hackathorn, sales mgr. of the stations, should be “'sen- 


tenced" to hard labor on club's board of directors. 


manacled prisoner is being held at 


Chief George Matowitz. 


“heir raid” recently. 


The nine-pound baby 


. . Blaine Williams, classified manager 


"HACK" IS SENTENCED 


of the Record- 
Herald, Wausau, 
Wis., married 


Dorothy Portman 
June 13... 

John B. Clapp, 
sales mgr. of Cyn- 
thia Mills, Boston, 


has been elected 
president of the 
University Club of 
Boston. .. A new 
addition to the 
office staff of the 


Federal Bureau of 
Investigation in 
Washington, D. C., 
is Richard Bennett 
Gable, formerly in 
the classified dept. 
of the Herald- 
Journal, Spartan- 
burs. B.C... 

V. R. West, di- 
rector of public 
relations for Mc- 
Cann - Erickson’s 
Minneapolis office, 
announced an 


The 
the bar by Police 


His unique announcement card was the editorial 


page of the Minneapolis Morning Tribune, on which superimposed 


large red type screamed: “Extra!!! Important 
Raid, First Alarm 9:25 a.m., All Clear. 


local news. Heir 
.. 3:21 a.m.” The new arrival 


was said to have commented on the doleful state of the world she en- 
tered, but “Uncle Sam’s going to make it better.” Sybel Marie is the 


heir’s name, and she is No. 


1 for 


the Wests. . . 


Robert D. Hunt, formerly ad mgr. of Duell, Sloan & Pearce, will 
have his first original motion picture, ‘“‘There’s One Born Every Min- 


ute,” released nationally on June 26. 


Guy Kibbee are in the cast. 


Ex-adman Hunt has 


Hugh Herbert, Tom Brown & 
been associated 


with Warner Bros., Columbia & Universal as a writer since resign- 
ing from Duell, Sloan & Pearce in 1940... 

Leon D. Hansen, v.p. in charge of BBDO’s Pittsburgh office, gar- 
nered a low gross of 119 for 27 holes at the agency’s 12th annual golf 
and tennis tourney—for which he was presented the chairman’s cup. 
Other winners in the day’s play included Donald W. Velsey, account 
exec., who topped the group in class B with a low gross of 148; and 
J. W. L. Bentzel, asst. account rep., who led the class C players with 


166. 


First prize in the hole-in-one contest went to Thomas H. Bat- 


man, copywriter, whose ball fell 10 feet short of the hole... 

For the second consecutive year, William Medoff, pres. and ad mgr. 
of National Cellulose Corp., has walked off with first prize in the 
N 


. Y. Ad Club’s amateur photo- 
graphic contest. Second prize 
this year was won by an entry 
of F. D. Lehn, sales mgr. of 
Underwood Elliott Fisher Co.'s 
export dept. . . 

The growing practice of 
awarding defense stamps as 
tourney prizes gained another 
convert at the N. Y. Industrial 
Advertisers annual outing. 
John Kidde, treas. of Walter 
Kidde & Co., won first prize 
among the golf enthusiasts with 
a low gross of 78, while Allen 
Brown, ad manager of Bakelite 
Corp., was a close second with 
an 80. Tennis doubles were 
won by a father-and-son com- 
bination—Edgar J. Buttenheim, 
pres. Buttenheim-Dix Publish- 
ing Corp., and his son Donald 


V.. who is general mgr. of 
Contractors & Engineers 
Monthly. The singles match 


between Tom Tredwell, Archi- 
tectural Record a.m., and Don- 
ald V. Buttenheim was called 
on account of rain, preventing 
an epic court battle. . . 
Hollister Noble, dir. of pub- 
licity for Columbia Pacific 
Network, takes an extra pleas- 
ure with him on his vacation. 
He has just sold a script to Co- 
lumbia Pictures entitled “Stand 
By All Networks!” . John 
David Biggers, pres. of Libbey- 
Owens-Ford Glass Company, 
was awarded a doctorate of 
laws by the University of Mich- 
igan. The degree was the sec- 


ADMAN TRIO 
2S Eun pals Ste 


D e4 
> 
4 


The cameraman snapped a ‘‘first’ when 
he got these three agency executives 
together in Denver recently, for they'd 
never been photographed together be- 
fore. Left to right are Raymond R. 
Morgan, pres. of the Hollywood agency 
of that name; M. Lewis Goodkind, v.p. 
of Goodkind, Joice & Morgan, Chicago 
agency with which Morgan is affiliated; 
and Clyde M. Joice, pres. of GJ&M. 


ond conferred upon him by the university. . . 
Ted Kimball, farm director of KSL, Salt Lake City, is soaking up 


a little atmosphere on his vacation. 
weeks on a dude ranch in South Dakota. 


The Kimballs are spending two 
.. W. G. Foster, editor of the 


News-Free Press, Chattanooga. Tenn., is convalescing from an opera- 


tion for a stomach ailment. 


Burnett counties. . . 


.. George W. Erickson, advertising man- 
ager of the Chronotype, Rice Lake, Wis. 


chairman for the state defense council in Barron, Polk, Washburn and 


. has been named publicity 
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Hooper Ratings Up 
As Gas Rationing 
Hits East Coast 


New York, June 17.—A marke 
increase in radio listening in th 
gas-rationed Eastern cities w; 
‘reported in a special study accon 
panying the May 30 Hooper na 
tional 


program ratings, releass 
today. 
The study compared listeni: 


|during the first seven days of g 
|rationing in eight Eastern citi: 
affected by the OPA regulatio; 
and eight Midwestern cities. 

| A normal seasonal decline fr: 
'30 per cent during the two wee 

| preceding the rationing to 29.1 y» 
|cent during the seven days reporte( 
| was registered in the index. 

| the gas rationed area listening j 
|creased 2.3 points, from 27.3 p: 
cent to 29.6 per cent during 1}, 
same period. The sharpest increase 
| was found Sunday evening, May 1), 
when listening was 4.6 points 
higher, increasing from 29 per cent 
to 33.6 per cent. Cities covered 
the East were New York, Phils- 
delphia, Baltimore, Atlanta, Ric! 
mond, Washington, and Providenc« 
jin the Midwest, Minneapolis-st 
Paul, Des Moines, St. Louis, Kan- 
sas City, Louisville, and Indianap- 
olis. . 


The effect of this increase jin 
listening in the populous East is 
shown in the national Hooper 


ratings for the May 30 period, with 
11 of the first 15 programs either 
higher or unchanged from the M iy 
15 ratings. This represents  th¢ 
first upward trend at this seaso) 
the year since the continuing meas- 
urements were inaugurated in No- 
vember, 1934. 

The May 30 leaders were Bob 
|Hope, 32.2; Fibber McGee, 306: 
|Charlie McCarthy, 26.2: The A\l- 
drich Family, 25.8; Jack Benny. 
24.8; Lux Radio Theater, 24.4: 
| Maxwell House Coffee Time, 23.3: 
Walter Winchell, 22.1; Mr. District 
|Attorney, 21.6; Kay Kyser, 196: 
| Time to Smile, 18.7; Bing Crosby, 
| 18.0; Fred Allen, 17.6; Rudy Vallee, 
| 17.0; Fitch Bandwagon, 16.5. 


_Elmo Roper Heads 
‘Market Research Council 


Elmo Roper, research and market 
, consultant, has been elected presi- 
'dent of the Market Research Coun- 
cil, New York, for 1942-43, succeed- 
ing Will S. Johnson, Vick Chemical 
Company. 

Other new officers are: vice-pres- 
ident, Dr. D. B. Lucas, professor of 
marketing, New York University: 
secretary-treasurer, Ray A. Robin- 
son, research director, Crowell-Col- 
lier Publishing Company; executive 
committeeman at large, John L. Bo- 
gert, vice-president in charge of re- 
search, Standard Brands, Inc 


‘Outdoor Life’ to 20c 
Effective with the August issue, 
Outdoor Life will increase ts 
newsstand price from 15 cents to 20 
cents and subscription rates will go 
from $1.50 to $2. The 285,000 cir- 
culation guarantee will remain un- 
changed, as will advertising rates 


VOT 


p [connecricurs PIONEER enenacisie 14 


One low uniform a 
all advertisers is 
WDRC's 10-year-old 
policy. The national 
is the same 45 


for 


rate 
that paid by the many 
local accounts who 
use this station con- 
sistently and profit- 
ably. WDRC, Hert- 


ford, Basic CBS for 


Connecticut. 


+--+ =o be Of Oe oe 


rr a oe a 


oe BP Sin 4 am ae : Pitw a rx ~ oe % ae mags 1. gio . =e] eae OE oat on ge : (im Re Pear Sue “ae : ey bp be SLAG . Pou ‘. es = F Ete ts ” 
| REE Pe } 
 ——— | 
Saal ! 
ate ee 
Ya 
6: Sa me x 7” : 2 “gs 
4 4% = ee oe M ma, Fe : 2 
; oa : ; a * 4 , i % 2 
i een | wey bie j . q : ‘ ee : sae ‘ 
a S reat, pitts” 
ar OA we. ia. OT 
ie4 o_o og etme ai — eo | 
Be an rod (| 
gy Pe re | Nee ; 
Baie? _ 
cin ge a 
ee 
Ss — ee 
ee 
me a " 
¢ ‘. P 
Lt bin 
i ee ee 
tN 
ae Seal i 
. op THIS = » a San | 
eee 7 ae Mate. tie \ | 
ie = a | . ea a ier “ é 
E | oo 2 : cm 6 - ; 
AEN « or 5 = > ieee 1 ' , 
; ge Pas), oe AD | A _ 4 EE 
+ he een F a : 7 | 
Si ie ee ahd mw: z : | ? ; 
Atma J 4. A ee es | | . . 
ty ~ a o i— - sy y | ie 
ae oe ¢ OF *~~< 2 | g ‘ 
ae a ~Fs ri - -_ 
‘ woes ONE RATE 
2 
: y Buy log AS ’ 
_ n Yo ® Biers b NM 
— whe An Audience MAS Mira corr ss : 
= uy <— a 
| B —( \ , 
7 9 ; lo te 4 . 
| es | | 
is W T A G eeeeeeoereeeew _ 
| CT OSOSOSSSTTTCC~C~*rizCB 
a 
——— 3 
es 
ees ae ‘ Hs an ae Ni Sw fa8 a gts ee as aE ta die BSS ans ae = Ftp. ‘ pe gx ik 4 gu See Sy: yi tals Bis oF r% 4 me ; 


() 


0 


June 22, 1942 


ADVERTISING AGE 


Fats Campaign to 
Break in Chicago 
Dailies June 24 


(Continued from Page 1) 
American Meat Institute, is supply- 
ing the manpower, with 25,000 
packing house salesmen carrying 
the message to retail meat dealers 


jou 


SAVE ° 4 ‘ "a Oil 
WASTE KITCHEN GREASE 


Youn Courilny needs f 


| 


ADVANCE AID FOR FATS SALVAGE nouncing that 400,000 filling sta- | 


| tions throughout the country would | 


jact as collection depots. He 
proved the drive, he added, because | 
estimates of this reserve rubber 
supply have ranged all the way 
from 300,000 tons to a 10,000,000- 
ton total. 
industry leaders pitched in| 
with pre-arranged plans, through | 
their Petroleum Industry War 
Council and with the 100 per cent 
cooperation of the Advertising 
Council. More than 12,000 local | 


and butchers, who will act as col- 
lection agencies for the fats. In 
general, the set-up of the campaign 
follows the very successful “test” 
in Chicago some months ago, when 
Thomas E. Wilson, head of Wilson 
& Co., initiated a fats salvage cam- 
paign and, with the cooperation of 
other units in the meat packing in- 
dustry as well as retailers and civic 
leaders, succeeded in rolling up a 


= AN AEE iy 


a 1 


Don Smith, advertising manager, Wilson & Co., conceived the idea for this at- 
tractive float, emphasizing the importance of saving kitchen grease and fats, 
which was included in the mammoth Flag Day parade in Chicago. 
packing company and its chairman, Thomas E. Wilson, originated the fats salvage 
campaign locally in January. 

| 


salvage committees in the _ indi-| 
vidual states were called upon to | 
cooperate with regional and na-| 
tional industry representatives. | 
. . pay one cent per 
reclaimable rubber 
companies agreed to 
rubber and transfer 
concentration points. 


pound for all | 
and the oil | 
collect the | 


The meat it to central | 


Advertising Helps Out 


surprisingly large amount of salvage 


volume. One 1,000-line advertise- a, Se See ae 


of copy are to be cleared at that| Advertising took its share of the | 


ap- | 


Filling stations were instructed to| | “== 


ment in all Chicago newspapers in 
January was the extent of the for- 
mal promotion in the test. 

Display kits for retailers will be 
ready early next week and these 
will be distributed to regional and 
local chairmen of the American 
Meat Institute, who in turn will see 
that they are placed in the hands 
of local meat dealers. Campaigns 
will not get under way until each 
community is organized, and until 
approximately 75 per cent of the re- 
tail meat outlets have agreed to get | 
behind the collection plan. Approx- | 


handling run the gamut from huge | time. 
illustrations and very little type to| A slide-film presentation of the 
testimonials, conversation pieces, | general plan plus specific copy was 
etc. | unfolded in the course of an all-day 
Women are urged to save fats and meeting and repeated again in the 
turn them in to their meat dealers,|evening at a dinner at which 
who will purchase them and sub-| Lessing J. Rosenwald, BIC chief, 
sequently sell them to rendering | Presided. The exact amount of 
companies for _ processing. The | money to be spent in the salvage 
shortage of fats for the production |@tive — expected to be at least 


of vitally needed glycerine is re- 
ported as acute, and local as well | 
as national authorities are reported | 
intensely interested in the results | 
achieved through this first full-scale | 


imately two weeks is being allowed | advertising campaign in the salvage 
for this organizational work, so that | field. A total of 119 glycerine manu- | 
in most communities first copy is |facturers—virtually all there are— 
likely to break during the week of | contributed to the promotional fund 
July 6. 'through the Glycerine Manufactur- 
The display kits include an “offi- | ers Association. 

cial fat collecting station” sticker | 

for the door; a counter card which} ROSENWALD CALLS EDITORS 
includes 50 leaflets for distribution| Washington, D. C., June 17.— 
to housewives; and a larger window | Fditors of trade publications in the 
card which will be distributed to) food distribution field were invited 
other stores as well as to meat mar- | today by Lessing J. Rosenwald, | 


|}panies in 


kets. In addition, a wall poster has | 
been prepared. All of this material | 
is in red, white and blue. Special | 
advertising material for local use| 
has also been prepared for the) 
larger chains. 

From Frying Pan to “Fire” 


The campaign is under the gen-| 
eral direction of Bureau of Indus- 
trial Conservation, and copy will 
bear the signature, “This advertise- 
ment contributed by the glycerine 


and associated industries and ap- 
proved by the War Production 
Board.” 


The advertisements in the cam- 
paign are keyed to the theme, “Save 
waste fats to make explosives,” and 
to illustrations showing the drip- 
pings from a frying pan in a wom- 
an’s hands pouring into the breech 
of various field pieces, while the 
business end of the piece ejects a 
greeting to the enemy. In order to 
avoid any feeling of monotony in 
the quick campaign, a variety of 
techniques is used in the presenta- | 
tion. The slogan and the pictorial 
theme, as well as a “here’s what 
you should do” piece, appear in all 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


Photo-engravers in Chicago 


207 North Michigan Ave. 


q «FRANKLIN 5854 se 


chief of the Bureau of Industrial 
Conservation of the War Production | 
Board, to attend a conference June 
23 to discuss ways and means of 
salvaging household fats. 

Without mentioning specifically | 
the $500,000 campaign slated to be 
launched shortly through Kenyon | 
& Eckhardt, New York, he ex-| 
plained in his invitation to editors 
that the public generally will not 
be asked to save household fats 
until early in July and that the 
advice and assistance of the trade 
press was sought in formulation of 
the program. The cooperation of 
food chains, meat dealers and 
frozen food locker plants “is vital 
to the success of the program,” he 
said. 

Housewives will be asked to keep 
waste fats in clean metal contain- 
ers in a cool place, and not to dis- 
pose of them until at least a pound 
has been collected. Grocers, butch- 
ers and operators of locker plants 
are expected to serve as collection 
centers, paying for fats at prices 
paid to them by renderers, plus one 
cent per pound for handling. Ren- 
|derers will be asked to furnish con- 
tainers to stores. 

The goal of the BIC program is 
‘to reclaim 500,000,000 pounds of 
|wasted cooking fats from the na- 
tion’s kitchens each year. House- 
wives will be urged to cooperate as 
a patriotic duty. 


INSTITUTE CAMPAIGN 
NEARS FINAL OKAY 
Washington, D. C., June 18.— 
Plans for the multi-million dollar 
salvage advertising drive to be 
launched under the sponsorship of 
the American Iron and Steel Insti- 
tute July 13 reached the semi-final 
stage at a meeting here today in- 


volving the various industries 
which will participate and _ the 
Bureau of Industrial Conservation 


of the War Production Board. 
Both BIC and the steel, oil and 
soap representatives present placed 
the stamp of approval on the pro- 
gram as set forth by McCann- 
Erickson, the agency in charge. 
The government clearance problem 
has now been almost completely 
hurdled, it was learned, but another 


|meeting with advertising men from 


sponsoring companies is set for 
June 23 in New York. Final details 


$2,000,000—is expected to be made 
known shortly as a result of the 
negotiations completed coincident 
with the dinner. 


\spotlight as radio followed up with 


| Company, 


announcements and the drive was 
plugged on various network pro- 
grams sponsored by oil companies, 
including Mid-Continent Petroleum 
Corporation, Phillips Petroleum 
Pure Oil Company, 
Skelly Oil Company, Standard Oil 
Company of Indiana, and the Texas 
Company. Generous use of news- 
paper space was scheduled by many 
of the manufacturers. 

Typical of the company-spon- 
sored efforts on behalf of the cam- 


It was learned that the July 13 | paign was the first of three adver- 


starting date will not be postponed, 
and that rubber scrap will be 


| 


1,800 
terri- 


week in 
14-state 


tisements run this 
newspapers in the 


among the products sought despite |tory of Standard Oil of Indiana. 
the special drive now in progress | The company urged the public to 


by Presidential edict. 


in on the public consciousness re- 


‘sulting from the rubber effort, and 


also the experience of the oil com- 
utilizing their facilities 
as collection depots. 


BACKS RUBBER DRIVE 
Chicago, June 18.—The petro- 
leum industry shunted aside its 
own sales efforts this week to sell 
America on an all-out 15-day scrap 


|rubber drive as the only means of 


determining the nation’s actual 
stockpile of the vital material. 
President Roosevelt set the ball 
rolling with a coast-to-coast radio 
address June 12, calling on the 


Sponsors of | sex its scrap rubber “To U. S. 
|the Institute drive expect to cash 


Right Now!” 

“The shadow of nation-wide ra- 
tioning gasoline is upon us,” copy 
states. “Its necessity in the Mid- 
west is based not on a shortage of 
gasoline, but on a need to save tires 
for possible future war 
enough scrap rubber is provided by 
this drive, nation-wide rationing of 
gasoline may be avoided.” 

Assuring the public that no oil 
company will profit by the plan, the 
ad points out that any difference 
between the amount paid by them 
and the amount paid for the rubber 
by Uncle Sam has been pledged to 
the USO, Navy and Army Relief 
and American Red Cross. Follow- 


public to search cellars, attics and up Standard Oil ads will appear 


garages for useless rubber, and an-| 


June 22 and 25, and 


use. If/| 


one-minute | 


AIDS DRIVE 
- SELL YOUR SCRAP RUBBER - 
: TO U.S-RIGHT NOW! f=: 


Your country needs it...and 
it may avert gas rationing 


Yeu will be paid 
) * —— . 
_— —<—— by amy Standard Ow Doser 
ean Agent’ Bring your of ep erie 
—-o= rater io today. Urgent! o_o 


With a rush order to 1,800 newspapers 
and 80 radio stations in the Midwest, 


plus station signs and other aggressive 
merchandising, Standard Oil Co. of Indi- 


| ana last week threw its full support to 


the nation-wide scrap rubber drive. This 

| is the first of three Standard newspaper 

ads backing the campaign, with the 
others to appear this week. 


noontime announcements over 80 
Midwest stations are promoting the 
campaign. Wesley I. Nunn, Stan- 
dard’s advertising manager, is 
advertising representatwe of Dis- 
trict 2, 15-state Midwest area, for 
|the Petroleum Industry War Coun- 
cil. 

Preliminary reports to the federal 
Bureau of Industrial Conservation, 
Petroleum Co-ordinator Ickes and 
ithe PIWC in Washington indicated 
a smashing success for the drive, 
|which closes at midnight June 30. 
Dealers and radio stations through- 
out the country promised support 
throughout the campaign, through 
the use of Council-suggested adver- 
tisements in newspapers, and by 
spot radio announcements calling 
public attention to the effort. 


Dr. Pepper Joins ANA 


Association of National Advertis- 
ers, New York, has elected Dr. Pep- 
|per Company, Dallas, Tex., to mem- 
| bership. 


MAILING SERVICE 


Multigraphing 


Filling-in 
Addressing Mimeographing 
THE LETTER SHOP, Inc. 


140 8S. Dearborn St. Wabash 8655 


FIFTH AVENUE + NEW YORK 


Special invitation to 


Advertising Women attending the Convention of the 


Advertising Federation of America 


FASHION SHOW 


specially pla nned for 


Business and Professional Women 


Thursday evening, June 25th, from 7 to 7:30 p. m. 


on the Fourth Floor 


Store open Thursdays from 12 noon to Q p. m. 
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June 22, 1942 


Price Control Aid 
Is Sought from 
Newspaper Admen 


(Continued from 


Page 1) 
tomers buy from the retailer. News- 
paper advertising, in this way, plays 
an important role in ‘lubricating’ the 
relationship between retailer and 
customer, keeping it smooth and 
easy-working. 
“Important 
of peace, 
as today. 
lations, 
tomer 


as this was in times 
it was never so important 
Under price control regu- 
the retailer and his cus- 
find themselves faced with 
new, with unfamiliar conditions of 
doing business. Every retailer, 
every customer in every community 
in the nation is affected. 


Retailers Need Help 


“The change presents many tough 
problems to the retailer. Some may 
seem almost as tough as the job 
given to our armed forces,—and 
there are no medals in sight for the 
retailer, at that. That is why he 
now needs all the help that news- 
papers—and newspaper advertising 
specifically—can give him. He has 
so many new things to explain to 
his customers. 

“May I hope that you gentlemen, 
and the skilled men on your staffs, 
will help show the retailer just how 
he can explain them; just what he 
can say about the why, the what 
and the how of price controls, as it 
relates to his business, in advertise- 
ments published over his name, or 
in whatever other material you can 
suggest. 

“Such advertisements might, for 
example, explain why some goods 
have ‘ceiling prices’ posted on them 
while others do not. They might 
explain that goods can be sold be- 
low ‘ceiling prices’ but must not be 
sold above them. They might ex- 
plain that some stores have different 
‘ceiling prices’ than others. 


Asks Informative Copy 


“Above all, let these advertise- 
ments make clear just why the price 
control program had to come in war 
time, so that we and our children 
may hope to enjoy the victory our 
armed forces will bring us, without 
the horrors of inflation—and the 
even greater horror of deflation—to 
plague us after the war is won. 

“For many years you gentlemen 
have helped the retailer explain 
himself to the public. Today he 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 


Write for Booklet No. 20. 


BACON'S CLIPPING BUREAU 


La Salle-Wacker Bldg. Chicago, Il, 


BUSINESS P RS ¢ FARM PAPERS 
GENERAL MAGAZINES 


|pers to help sell 


needs that help more than ever, 
for his own sake, and for the sake 
of all of us. That is why I hope I 


ments signed by retailers which you 
help to inspire; messages that will 
go a long way toward creating pub- 
lic understanding of the price con- 
trol program—the understanding 


|ray soon see exhibits of advertise- | 


we must have if we are to continue | 
full speed to victory, and to the vic- | 


tories of peace after that.” 


Promises Adjustments 


Mr. Alderson, who followed Mr. | 


Lazarus on the program, defended 
the present price control program 
on the ground that everything per- 
mitted by law has been done. He 
described retailers as the shock 
troops against inflation, but agreed 


that OPA has still to sell its pro- 
gram to them. 
He promised that adjustments 


would be made in the situation as 
fast as possible, and pointed to the 
cancellation of recent soap advances 
by the three leading manufacturers 
as evidence of how the OPA is 
working on the roll-back problem. 

“We hope to convince 
and the public of the soundness of 
the price control 
argument rather than force,” said 
Mr. Alderson. “Since business is 
using advertising to explain govern- 
ment activities sucn as conservation, 


retailers | 


regulations by | 


salvage and nutrition, the manufac- | 


turer and retailer 
OPA price controls and 
the themes of useful advertising to 
the public. 

“We are now engaged in a cam- 
paign to get retailers to accept rou- 
tine compliance with the program. 
Many have lagged behind, because 
they look at the establishment of 
price ceilings as legal regimentation 
rather than as a merchandising op- 
portunity. The drug trade has been 
one of the laggards, but through 
regular trade channels, including 
the trade press, we are rapidly get- 
ting action in this field.” 

Mr. Alderson expressed disap- 
pointment at the failure of mer- 
chants to use ceiling prices in their 
newspaper ads, and urged newspa- 
retailers on the 
merchandising opportunities created 
by price control. The soap com- 
panies which have just cut their 
prices 3% per cent will not, he pre- 
dicted, miss the boat in merchandis- 
ing the relief which they have given 
through their price adjustments. 


Wants Ceiling Prices in Ads 


“Let's step into these changes 
aggressively,” he urged. “It’s the 
slow starter who gets hurt.” 

Mr. Alderson, formerly with Cur- 
tis Publishing Company, said that in 
spite of rumors regarding hostile at- 
titudes toward advertising in Wash- 
ington, he had found no evidence 
that they exist, but that everyone is 
working only to win the war. Mr. 
Henderson, he declared, believes ad- 
vertising is vital to the civilian 
economy. 

After pointing out that since the 
beginning of the world war retail 
prices have lagged behind wholesale 
prices 12.6 per cent, thus saving 
consumers seven billion dollars, Mr. 
Lazarus declared that retailers are 
pessimistic regarding the roll-back 
scheme of adjusting prices now. 


Costs entering into production in the ventory 


might well make | 
rationing | 


garment industry, 


AT THE NAEA COLUMBUS PARLEYS 


(Left to right) Charles T. Hardin, Columbus Dispatch; Robert Wheeler, Akron 


Beacon Journal; 


Russell Hackett, Youngstown Vindicator; 


and Norman Dement, 


Metro Associated Service. 


Preston Roberts, O'Mara & Ormsbee; H. W. Maloney, Paul Block & Associates; 
Stuart M. Chambers, St. Louis Post-Dispatch; and L. H. Brownholtz, O'Mara & 
Ormsbee. 


for example, can 
hardly be disregarded, and he 
pointed to recent action in permit- 
ting price rises in women’s and chil- 
dren’s garments as an evidence that 
price ceilings must be pierced. 


Sees Retailers Ruined 


“TI question the ability of the OPA 
to prevent the ruin of thousands of 
retailers,” said Mr. Lazarus. ‘‘More 
than half of all the retail merchants 
do not carry a 60-day stock, and 
simply can't take replacement costs 
at present ceiling prices.” 

The merchant declared that it is 
an illusion to believe that waste 
elimination and reduction of manu- 
facturer and distributor profits may 
prove sufficient to sustain the pres- 
ent price structure, and decried the 
idea of using subsidies as a means 
of curing maladjustments. Business 
doesn’t want subsidies, he asserted, 
and it doesn’t make sense not to in- 
clude all actual costs in prices. He 
attacked what he termed the bun- 
gling approach to price control, and 
predicted that with rising wages and 
farm prices, a subsidy plan would 
require constantly increasing pay- 
ments of taxpayers’ money. 

Mr. Lazarus also asserted that re- 
tailers have never been represented 
on OPA, and said that the members 
of its policy group have had only a 
theoretical background. A weak- 
ness of the roll-back plan, he 
pointed out, is loss of civilian pro- 
duction while prices are being ad- 
justed. 

“When wages and material costs 
rise,’ he asserted, “something has 
to move.” 

He predicted that under the pres- 
ent system, price lines may be 
stable, but qualities will deteriorate, 
so that the cost of living will go up. 
He closed with a plea against in- 
control, which he asserted 


would merely increase hoarding. 
Instead of allocating inventories, 
which he described as a foolhardy 
and dangerous plan, he _ recom- 
mended rationing of scarce articles. 

Because of the attention given to 
retail merchandising problems 
under price control, the retail ad- 
vertising clinic conducted by Henry 


W. Manz, of the Cincinnati Post, 
was especially interesting. Among 
those who participated were 
Samuel G. Howard, Minneapolis 
Star-Journal and Tribune; Don 
Bernard, Washington Post; Vic 
Merson, Canton Repository; Grant 


Stone, Cleveland Press; J. Garrett 
Noonan, Louisville Courier-Journal 
and Times; H. H. MacLean, Scripps- 
Howard Newspapers; C. G. Linham, 
Portsmouth Times, and Earl H. Ma- 
loney, Peoria Journal-Transcript. 


Retail Percentage Rises 


Another angle on the retail situ- 
ation was supplied by John Halpin, 
of Media Records, who analyzed ad- 
vertising trends in the newspaper 
field. Retail advertising now ac- 
counts for about 75 per cent of total 
newspaper linage, and he predicted 
that due to declines in general and 
automotive, retail would be a still 
larger percentage. Department store 
advertising, he said, will be an even 
greater factor in retail than hereto- 
fore. 

“The war has released an enor- 
mous amount of sales energy which 
can be directed to where sales can 
be made,” he suggested. “Not all 
advertising losses are the result of 
the war. The only solution is to in- 
tensify selling effort under today’s 
abnormal conditions.” 


Advertisers Too Position-Conscious 


Stuart Chambers, St. 
Dispatch, 


Louis Post- 
who reported on discus- 


look at the station that can prove 


It's a rich market — a booming market — a buying 
market. For proof, look at the new Sales Management 
“Survey of Buying Power” figures. And when it comes 
to selling this great three-in-one combination, take a 


MORE COVERAGE PER DOLLAR 


sions between newspaper and agency 
groups, said that the latter approved 
the Bureau of Advertising’s research 
activities, although he commented 
that the continuing studies have 
rade agencies more position-consci- 
ous than ever before. 

He said that it had been brought 
out in these discussions that it 
spite of advertising rate increases 


'milline rates are generally lowe: 
|Most papers have increased the 
readers’ share of the cost throug} 


increases in subscription prices. 
There is a 3.5 per cent decline i: 
newspaper billing on national ad 


| vertising due to mat shrinkages, h« 


said, and studies are now being 
made to determine the extent o 
overset which should be provided 
to allow for shrinkage below th: 
space ordered. 

Advertising agencies, Mr. Cham 
bers reported, are strongly in favo: 
of newspaper standardization ot 


| minimum depths, size restrictions o: 


|eolor and color 


rates. The latter i 
particularly important because ad 
vertisers are becoming more inte) 


ested in the use of color advertisin 
' 


Representatives Report 


Ray McKinney, of Gannett New 
papers, reported on the activities «{ 
the National Newspaper Represen'- 
atives’ Association, which met 


/Columbus on Sunday preceding t 


convention. He said that the or- 
ganization was formed to prom 
constructive selling of mnewspa) 
advertising. Representatives, e 
said, must do more than sell com- 
petitively. Cooperation with t 
Bureau of Advertising has be 
established, and much of its mate- 
rial will be used in the devel 
ment of experimental campaigns 

While most advertising sells ideas, 
he suggested that few national ad- 
vertisers have devoted their news- 
paper space to product information 
exclusively. This type of copy will 
be suggested as the basis for some 
of the experimental advertising to 
be presented to advertisers and 
agencies. 

“Don’t blame the Bureau of Ad- 
vertising because advertisers are 
more concerned about position,” M: 
McKinney suggested. “The fault is 
with our pyramid make-up. We 
should make changes which will 
give advertisers a better break on 
position. 

“Advertisers are not primarily in- 
terested in media, but only in thei: 
own success. Our job therefore 
to help ourselves by helping then 
to sell goods.” 


Bureau of Advertising Reports 


The Bureau of Advertising and 
its current activities were presented 
to the convention by W. A. Thom- 
son, director; Frederick Dickinson, 
sales manager, and Joseph Gooris 
Western manager. Mr. Thomson 
said that more institutional adver- 
tising will probably appear in news- 
papers from now on. He praised 
the adoption of the Bureau’s recent 
resolution on sales methods, and 
said there has been a favorable re- 
action among advertisers, including 
some who had adopted a policy of 
not using the medium because ol 
too vigorous competitive meth: 

Mr. Dickinson called attention 
to the establishment of numerous 
new manufacturing plants because 
of the war, and said that this means 
the addition of many regional 
vertisers after the war. The day 0! 
over-all advertising campaigns 
over, he declared. Selective m:'- 
keting, territory by territory, 
result in a greater use of ne’ 
papers. 

Mr. Gooris said that the Bure 
is putting on a copy techniq 
show for advertisers and agenc 
based on the results of its resea! 
and that its special presentati: 
have already resulted in the dev: 
opment of new newspaper advert 
ing campaigns. 


Ellyson Named President 


William Ellyson, Jr., Richmo 
News Leader and Times-Dispatc 
was elected president of the ass 
ciation, succeeding C. E. Phillij 
Rockford Star and Register-Repu' 
lic. William Wallace, Toronto Sta 
was moved up to first vice-pres 
dent, and Henry W. Manz, Cinci 
nati Post, was made second vic 
president, Col. L. W.  Herror 
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Washington Star, continues as third 


vice-president. 

New directors chosen, in addition 
o the retiring president, were Sam- 
iel G. Howard, Minneapolis Star- 
fournal and Tribune, James R. 
3rumby, Atlanta Journal, and Au- 
yrey Murray, New Orleans Times- 
Picayune. Irving Buntman was re- 
ippointed secretary-treasurer. 

Entertainment features were sup- 


plied by H. P. Wolfe, publisher of | 


the Columbus Dispatch and Ohio 
State Journal, whose famous Wig- 
vam near Columbus was the scene 
f a unique dinner, at which the 
yrincipal address was made by Gov. 
John Bricker. 
American flag was presented to Mr. 


Wolfe by Col. L. W. Herron, Wash- | 


ngton Star, while Harvey R. Young, 
idvertising director of the Colum- 
bus Dispatch, was honored with a 
ife membership in the association. 

Sid R. Phillips, Ohio State Jour- 
ial, who also had much to do with 
the success of the convention, was 
the recipient of a gift from the as- 


sociation, as was C. E. Phillips, the | 


‘etiring president. 


Morton Replaces Boyd 
at NBC Central Division 


In addition to his duties as special 
representative of 
stations, Oliver 
Morton has as- 
sumed the duties 
of spot and local 
sales manager of 
the NBC Central 
Division, Chi- 
cago, to replace 
M. M. Boyd, who 
has been granted 
a leave of ab- 
sence to serve as 
a lieutenant in 


the Army Air 
Corps. 
Mr. Morton 


Oliver Morton 
house representative in 1930; com- 


became Westing- 


mercial manager of WBZ-WBZA, 
Boston, in 1931; station manager of 
KDKA, Pittsburgh, in 1932; and 
national spot representative in 1933. 
He served in the office he has now 
reassumed from 1938 to May, 1940, 
when Mr. Boyd was shifted from 
the New York office of NBC to Chi- 
cago. 


Single-Shot Copy Decrys 
Wrapping Paper Shortage 


Hanchett Paper Company, Chi- 
cago, took 175-line on four-column 
space in the Chicago Tribune June 
18 to clarify the alleged paper short- 
age situation as it applies to wrap- 
ping papers. “Indiscriminate scrimp- 
ing of this and that,” the copy said 
in part, “can be carried to an un- 
necessary and often ridiculous ex- 
treme. The confusion in regard to 
the supply of paper is a case in 


point.” Revealing that “today ware- 
houses are bulging with paper of 
every type, and storage space is 


overflowing with accumulated waste 
paper,” the copy goes on to point 
out reasons why “there is no good 
reason today to dispense with the 
use of paper for protecting the mer- 
chandise we buy.” 

The copy ran as a single-shot, and 
Was signed by D. F. Peck, president 
of the company. If response is en- 
couraging, the company may follow 
up the theme with further advertis- 
ing on the subject. 


Advances W. L. Henry 


William L. Henry, of the market 


At that time a large | 


Westinghouse | 


Breaks $250,000 
Magazine Drive 


Fight Vitamin: Starvation ! 


TREO? DOWN IN THE DUMPS? & 


READY TO GIVE UP? MAYBE 


This full-color copy 
in the June 21 issue 
of The American 
Weekly launches an 
intensive summer 
magazine, radio, and 
Sunday newspaper 
campaign for Vimms, 
vitamin product of 
Lever Brothers Co. 
Copy stresses impor- 
tance of vitamins in 
summertime. 


YOU ARE VITAMIN-STARVED 


wor ter fammd ¢ ey Me ae 


wear S wend Cham? ) 


KICKOFF IN SUMMER VITAMIN DRIVE Vision Institute 


Amazing New Vimms Help 


New York, June 18.—With an ap- 
propriation of $250,000 for the bal- 
ance of this year, Better Vision 
Institute has launched its first na- 
tional advertising effort in maga- 
zines. Black-and-white bleed pages 
have been scheduled to appear 
monthly in the American Magazine, 


Collier's, Life, Nation’s Business, 
The Saturday Evening Post and 
Time. 


Purpose of the drive is to educate 
war workers on eye care, to prevent 
mistakes, and avoid loss of time and 
materials. Initial ad in the series is 
captioned, “What Can I Do To 
Schickelgruber?” and adds, “You 
can do plenty! ... producers are as 
indispensable as fighters in this 
titanic struggle.” Copy warns, how- 
ere, that “if you really want to do 
things to Adolf Schickelgruber and 
Hirohito the Wasp, check up first 
on your eyes. ... Nearly one-third 
of all Americans have uncorrected 
faulty vision.” 

The institute embraces eyeglass 
manufacturers, wholesalers, retail- 
ers, opticians and optometrists. it 
was founded 12 years ago but until 
the present has exerted its major 


efforts toward publicity and trade 
promotion. Second ad in the cur- 
rent series will be headed “Watch 
Out For Tricky Eyes!” pointing out 
that every time a worker with 
faulty vision gets a defense plant 
job, “that’s sabotage,” even though 
unintentional. “The spirit is right 
but the eyes are traitors,” the copy 
will assert. 

While the current drive aimed at 
war workers will run only into 
December, it is planned to follow 
through with additional campaigns 
dealing with care of children’s eyes, 
sportsmen’s eyes, eyeglass styles, 
etc. Alfred K. Higgins agency di- 
rects the account. 


McMillen Adds T wo 


McMillen Feed Mills, Fort Wayne, 
Ind., has appointed D. W. McMillen, 
Jr., as sales manager, and William 
C. Scott, Detroit, as director of 
merchandising and market re- 
search. Mr. McMillen is at present 
executive vice-president of Central 
Soya Company, of which the feed 
mills are a subsidiary, and will re- 
tain that post. 


Acheson Adds J. Lupton 


Acheson Colloids Corporation, 
Port Huron, Mich., has appointed 
John M. Lupton, formerly advertis- 
ing manager of Robins Conveying 
Belt Company, Passaic, N. J., as ad- 
vertising manager. 


Sell Space, Not 
Small Talk, Saas 
Tells NAEA Parley 


Columbus, O., June 17.—A hum- 
orous but enlightening talk on 
newspaper space selling methods 
was given the Newspaper Advertis- 
ing Executives’ Association here 
yesterday by George A. Saas, public 
relations director of the Citizens’ 
Gas and Coke Utility, of Indian- 
apolis, a former newspaper adver- 
|tising executive. 

Mr. Saas explained that he never 


/tising and merchandising problems, 
|but fritter away time asking the 
‘client what he thinks of the base- 
ball situation. 

He offered, as a 
glamorize newspaper advertising, 
the idea of taking newspaper ad- 
vertisers through the plants and de- 
monstrating how newspapers are 
produced to impress them with the 
importance and size of their opera- 
tions. Likewise, he suggested, if 
newspapers occasionally turned 
over their entire sales organizations 
to the USO and community funds, it 
would give advertisers a new ap- 


suggestion to 


|preciation of their contributions to 


| 


knew how uninteresting newspaper | 


presentations could be until he got 
on the other side of the fence and 


had to look at them himself. He 
suggested that newspapers sell 
newspapers, instead of devoting 


themselves to tearing each other 
down. 
In contrasting the methods em- 


ployed by other competing media, 
Mr. Saas complimented the outdoor 
field on having devised a graphic 
plan of presenting traffic flow in a 
way to convince advertisers of ef- 
fective market coverage. And ata 
time when priority restrictions had 
made appliance advertising almost 
impossible, he said that the outdoor 
medium had presented an effective 
copy idea, which is now being used 
both on the boards and in news- 
papers. It features the theme, 
“Canning is easier with gas. Serve 
your country and yourself.” 
Talk Baseball 

Mr. Saas said that the average 

advertising salesman doesn’t read 


the ads, and thus has little knowl- 
edge of what advertisers are driv- 


research division of Hooper-Holmes 
Bureau, New York, has been ap- ing at. Hence, he complained, they 
pointed director of that division. seldom want to talk about adver- 
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the welfare of their city. 

Besides taking a more active part 
in the work of local advertising 
clubs, which, Mr. Saas hinted, are 
too much neglected by the news- 
papers, advertising salesmen should 
handle advertising accounts by clas- 
sifications. This would enable them 
to study the trade journals pertain- 
ing to the various fields in which 
they were working, and thus to be 


jreally aware of what the advertis- 


er’s problems are. 


Compile New Data 
on Magazines’ 


Market Coverage 


New York, June 18.—A 
service, breaking down 
circulation by various marketing 
indexes, has been inaugurated by 
cooperation with Magazine Market- 
ing Service. Thirty-one national 
magazines and farm papers are 
participating in the project. 

Advertisers and agencies will 
hereafter be able to secure data 
covering magazine circulation by 
counties; by 1,090 cities and unin- 
corporated places of 10,000 popula- 
tion and over; by salesmen’s terri- 
tories; and by several other trading 
area indexes. 

The cost of setting up and main- 
taining the service has been under- 
written by the publishers, and PIB 
will make the information available 
at a nominal fee. 


new 
magazine 


Markets Shasta Cola 

Shasta Water Company, San 
Francisco, has entered the soft 
drink field with a newly-developed 
drink to be marketed under the 
trade name, Shasta Cola. The 
company’s principal business has 
been the bottling and sale of Shasta 
Water, a carbonated natural min- 
eral water. 


Lists 5,000-Watt Power 

The daytime power of Station 
WMUR, Manchester, N. H., was in- 
correctly listed as 500 watts in the 
advertisement of the Blue Network 
Company in the June 15 issue of 
ADVERTISING AGE. WMUR has a 
daytime power of 5,000 watts 


HIGHLIGHTING THE 
N.1.A.A. WAR CONFERENCE 


PLACE 


THEME 
production. 


PROGRAM 


ject that bears on the theme 


Industrial 


First Day 
ing worker morale. 


Second Day How to 


Third Day 


to hear about). 


IN SHORT A 
SESSION THAT YoOt 


PANELS 


Enter one book, or a dozen. 


20TH ANNIVERSARY 


big Anniversary Luncheon. 


BANQUET 


THREE-DAY 
CANT 


this year, instead of panels. 


20th Anniversary of N. 1. 


will be celebrated during the Conference. 


the biggest and best banquet we've ever had. 


THESE 


music. 

YOUL DIDNT EXPECT 
TEMBER. BUT HERE IT 
TLE. TOO LATE” SO YO 
EXTRA DIVIDEND. 

$12. 


YOU DONT HAVE TO BE 


Hotel Traymore, Atlantic City, N. J. 
TIME-June 29, 30, July 1, 1942. 


Advertisers at WORK to HIN. 


To coordinate industrial advertising with war 


Also to plan for the post-war period. 


Will inelude experts in every field and sub- 


big names in Government and 


Industry, N. L.A. A. men who have done an outstanding job. 


Aiding war production and build- 


make your advertising 


tie in with present day conditions. 


Post war planning (a subject 
every industrial advertising executive will want 


STREAMLINED WORK 
AFFORD TO Miss! 


Because of lack of time. we'll use scrapbooks 


Bring scrapbooks on cam- 


paigns that tie in with the three major program subjects. 


Only $5 entry fee per book 


each book on one of the three subjects. 


4. A. 


Don't miss the 


After the three-day work session, we'll relax at 


\ good or- 


chestra and the famous Hyatt Glee Club will furnish the 


THINGS UNTIL SEP- 
MUST NOT BE “TOO LIT- 
GET THREE MONTHS’ 


THE FEE FOR 3 DAYs IS ONLY 
SEND YOUR REGISTRATION NOW TO 

NATIONAL 
ADVERTISERS ASSOCIATION, INC. 


100 EAST OHIO STREET 
CHICAGO ... . 


INDUSTRIAL 


ILLINOIS 


4 MEMBER TO ATTEND 
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ADVERTISING AGE 


June 22, 1942 


Retailers Face 
Difficult Future, 
NRDGA Meet Told 


OPA Defended Against 
Charge of Hostility 
Toward Business 


Chicago, June 18.—Tough times 
are ahead for retailers due to mate- 
rial shortages and declining sales, 
David Ginsburg, general counsel of 
the Office of Price Administration, 
warned the mid-year convention of 
the National Retail Dry Goods 
Association here yesterday. By 
December, the OPA counsel stated, 
production of consumer goods and 
services will be down 25 per cent 
from the peak level of the summer 
of 1941. 

For the remainder of 1942, he 
said, consumption will exceed pro- 
duction but will be met by the large 
inventories amassed in 1941. ‘Even 
so,”” Mr. Ginsburg predicted, “the 
total physical volume of goods sold 
in the fourth quarter of this year 
will be 15 per cent below the vol- 
ume of sales in the first quarter. 
The drop may be even greater.” 

This year is only a taste of what 
1943 holds in store for retailers, 
said the OPA official, relating that 
“profits will drop and retailers will 
face the loss of trained help, re- 
duced transportation service, and 
the inventory problems that are 
involved in the extension of ration- 
ing.” 


Reports Lack of Cooperation 


Speaking of compliance’ with 
price regulation posting require- 
ments, Mr. Ginsburg said that the 
OPA feels that retail associations 
“have not given us the help we 
ought tohave.” About two-thirds 
of the retailers, he asserted, are not 
posting their prices, and not more 
than half of the remaining third are 
posting them properly. He also 
termed “‘false—completely false and 
dangerously misleading” the charge 
of a recent retailers’ national con- 
vention that OPA proposes to hire 
an “army of inspectors’ and that 
OPA’s enforcement intentions “evi- 
dence a lack of faith in the honesty 
and patriotism of American retail- 
ers.”’ This was apparently a rebuke 
to the National Association of Re- 
tail Grocers, who passed such a 
resolution in Chicago last week. 
(ADVERTISING AGE, June 15.) 

Mr. Ginsburg pledged OPA’s aid 
to the 
everything within our power,” he 
promised, “to bolster and sustain 
the retail trade.” Asserting that 
a price lid is actually in the 
retailers’ interest, he said: 
simple for retailers to protect them- 
selves against shrinking incomes by 
raising their margins just a little. 


The trouble is that this is a game | 


all the other groups can play, and 
will. . . As to the after effects, do 
retailers really want to be left, after 


retailers. “We _ shall do| 


“It is so | 


the war, with inventories bought at 
prices representing 200 or 300 per 
cent of pre-war levels, and to take 
their chances on what the immedi- 
ate post-war adjustment will do to 
the value of those inventories?” 

Dr. Merle Fainsod, director, retail 
trades and services division, OPA, 
also defended the government 
agency from attacks. “The notion 
that OPA is hostile to retailers is 
one that I find hard to understand,” 
he stated. “I believe I know the 
thinking that goes on in OPA and 
the notion that all this is part of 
a sinister plot to impose a perma- 
nent straitjacket on the American 
economy would be laughable if it 
were not tragic. I know the per- 
isonnel of OPA. I don’t think it 
would be an exaggeration to say 
|that 90 per cent of them come out 
of business and are expecting to go 
back into business when all this is 
over.” 

Particular attention was paid by 
NRDGA to the credit restrictions 
which are effective July 10. Special 
sessions were devoted to this topic, 
and Earle Harrison, assistant credit 
manager of Marshall Field & Co., 
told the controllers’ congress meet- 
ing that “the amended regulation is 
not as drastic as we had anticipated 
and as a means of aiding our na- 
tién’s war effort, I suggest that we 
apply ourselves sedulously to the 
job of enforcing this regulation for 
a period of 60 days. We will then 
be in a position to state whether 
we should seek changes in the 
existing procedure.” 

Retail sales will shrink approxi- 
mately three billion dollars to a 50 
billion figure in 1942, D. J. Duncan, 
professor of marketing, Northwest- 
ern University, told the convention. 
“While food and drug lines should 
hold their own during the remain- 
der of the year,” he said, “apparel 
stores and those handling durable 
and semi-durable goods should de- 
cline rather sharply.” 

Joseph L. Weiner, deputy director 
of the WPB division of civilian sup- 
ply, told NRDGA that the war has 
just begun to affect adversely the 
retail trade. There is little pros- 
pect for clothing rationing in 1942, 
he said, but there is “less certainty” 
for next year. He urged retailers 
to equalize inventories, asserting 
that if this was not done volun- 
tarily, then the government must 
take a hand, 

“To some degree, informed peo- 
ple in the markets feel that there 
is a lack of balance due to such 
vigorous buying by the larger stores 
and chains that there has not been 
enough available to the small re- 
tailer,” he reported. “If this is true, 
then the months ahead will have to 
see some equalizing of inventories.” 
If the government is forced to 
|install some sort of inventory con- 
itrol, it will not be done without 
consulting the trade, he promised, 
and the plan will not call for dump- 
ing stocks. When it comes, he said, 
“it will be on the basis of lines and 
|departments in the store, not on a 
store-wide inventory basis. It will 
take into account seasonal factors 
and normal stock-sales_ relation- 
|ships. We will not regulate for the 
sake of regulating.” 


Where the prospect can immediately 
obey your urge to BUY 


There's double advertis- 
ing and double selling value 
in this novel double-face display 


at point-of-purchase. Different mes- 
sages for the two sides are printed on 

a heavy paper sleeve which slips over the 
wire shoulders of a metal stand. Economical 


because stand can be used over 


Can be made any size sturdy 


1320-1334 S. Webesh 


again with new and different sales messages. 


Ask to see one = Call, Telephone or Write Neo Obligation 


MAGILL-WEINSHEIMER COMPANY 


Producers of Sales -Making Advertising for over 34 years 


and over 


and durable. 


Ave. + Phone CAlumet 7200 - Chicage 


House Committee 
Would Quadruple 
Ind Class Postage 


(Continued from Page 1) 


up its deliberations by the night of 
June 24, 

The move came as no surprise to 
political observers, although neither 
the Treasury Department nor the 
Post Office Department had asked 
for such legislation. The tentative 
adoption of what would be a severe | 
blow to the press admittedly repre- | 
sents an effort by Congress to strike | 
back at the press for newspaper at- 
tacks on Congress. 


P. O. Not Too Interested 


The ways and means committee 
itself has drawn tne fire of editorial 
writers and columnists for taking 
so long to reach an accord on the 
pending tax bill, upon which delib- 
erations were begun last December. 
In this instance, President Roosevelt 
has joined in the plea for speed and 
pointed out that every lost day 
costs the government a million dol- 
lars in excise taxes. 

Although Post Office officials de- 
clined to take direct issue with the 
committee on second class rates, 
they made it clear that the idea for 
the legislation had originated in 
Congress, just as it has from time 
to time in past years. The exemp- 
tion for weekly papers distributed 
within the home county was recog- 
nized as a play for political support, 
since tradition has it that no bill 
hitting country editors has a chance | 
of passage. | 

Post Office officials could provide | 
no estimate of how much present 
half-cent-per-ounce second class | 
rates would have to be raised to 
wipe out a $78,000,000 deficit men- 
tioned by ways and means commit- 
tee members. One official men- 
tioned the practical difficulties in 
the way of any increase, among 
them the war-born decline in ad- 
vertising revenues, and indicated the | 
Department would be pleased to be | 
spared the task. 


PUBLISHERS GIRD FOR 
2ND CLASS MAIL FIGHT 

New York, June 18.—The oft-re- 
vived threat to deprive publishers of 
their second-class mail rate priv- 
ilege, which cropped up again yes- | 
terday in the House ways and 
means committee, found newspaper 
and magazine publishers here ready 
to take up the challenge. Although 
those who would be affected by the | 
proposed $78,000,000 burden de-| 
clined to comment, it was known | 
that representatives of several 
groups immediately left for Wash- 
ington to take up the fight. 

General feeling in publishing cir- | 
cles was that acceptance of the tax | 
proposal is unlikely. It was also | 
pointed out that Rep. Hartley of 
New Jersey has introduced a reso- 
lution calling for immediate crea- 
tion of a special committee to study 
}all postal rates. This, it was felt, 
will afford publishers an opportu- 
nity to state their case at forthcom- 


ing hearings. 

When a similar increase in rates 
was brought up last year, it was 
| pointed out that elimination of the | 
| $78,000,000 annual deficit attributed 
to the second class group would 
/mean that publishers’ postage outlay 
| would have to be quadrupled. Such 
|}a burden would probably be fatal 
to most publishers. Second class rev- 
j}enue last year amounted to about 
| $25,000,000. 


| TH . 
‘Six Join AFA 
Advertising Federation of Amer- 
ica has elected to membership Sta- 
tion WTIC, Hartford, Conn.; Olson 
Rug Company, Chicago: Times-Re- 
publican, Marshalltown, Ia.; Blaine- | 
Thompson Company; Dictaphone 
Corporation; and Monroe F. Dreher, 
all of New York. 


Knit Products to Mears 


Knit Products Corporation, Bel- 
mont, N. C., has named Mears Ad- 
vertising, New York, to direct ad- | 
vertising for its Vision hosiery. 


| 


“Adve stisi 


The rates for this department are as follows: 
“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” ar 


a aptencatatives Available,” 
cash with ord 


30 cents 


a line, minimum charge $l. Tern. 


All other claest@entions (single insertion rates): % in., $2.75; 1 to 8 in 


$4.75 per inch. 


POSITIONS WANTED | 


PUBLICITY MAN... WRITER eee 
- ANALYST... 

20 year background in newspaper 
trade extension; trade journal editor; 
public relations; sales promotion; 
personnel studies; creator of inten- 
sive sales training programs for 
varied industries. Draft exempt. 

Box 3715, ADV ERTISING AGE, Chgo. 


AV AIL ABLE 7 : 
Advertising and Sales Promotion 
Production Manager. 

11 years experience with two nation- 
ally known manufacturers. 
Thoroughly capable of handling all 
jobs from packages, catalogs and 
broadsides to folders, displays and 
portfolios. Age 38—Married. 

Box 3714, ADVERTISING AGE, Chgo. 


Imaginative Copywriter seeks better 
job. Varied advertising experience, 
background; still learning. Young 
3-A. Hardworker; no baloney and no 
delusions. 

Box 3711, ADVERTISING AGE, Chgo. 


ig REPRESENT! ATIVE AV AILABL E 


Publisher's Representative can add 
industrial or trade paper to his list. 
Office in New York. Travels Buffalo 
to Boston to W —~“jiataae 
record for 26 yee 

Box 3710, ADVE it ‘TISING AGE, N. Y. 


Enviable 


HELP w ANTE D 


_ HELP WANTED 


SIGN AND DISPLAY MEN—To bh. ha 
dle diversified line of signs and @ 
plays in glass, wood, cardboar 
plastic and composition board. Pref 
those able to make own drawings a; 
sketches, suitable to silkscreen pr 
essing. Exclusive territory and libs 
commission rates. Address— 
Dura- a resuets Mfg. Co. 
Canton, Ohio 


ADVERTISING MANAGER W AN’ rED 
We need an exceptional man to {)}} 
an exceptional opportunity as Ad \or- 
tising Manager of our compan a 
fabricator of steel products bh ore 
than 50 years old, a leader in its d, 
with five subsidiaries and whose , 


nual financial reports over se al 
decades have never shown an oprrat- 
ing loss. 


Qualifications: 1)° Mu be 
excellent idea man with imagin n 
and originality; 2) judge (and re- 
pare) practical copy for catalogs, 
direct-mail, trade papers, and ib- 
licity; 3) originate advertising m- 
paigns including selling idea and 
“hook,” and coordinate the Catslog, 
direct-mail, trade paper and les 
effort, working closely with our les 
Manager; 4) conceive on a broad ile 
and execute in accurate, thorough de- 
tail: 5) direct department of five per- 
sons, including budget work, contacts 
with other departments, etc.; 6) n- 
duct mail and field market-research; 


and 7) know how to systematiz« nd 
|follow to completion a_ volun of 
work—a_ self-starter and producer, 


Desired is a mechanical bent, mana- 
gerial ability, and resourcefu ss 
Working knowledge of advert 


PUBL Ac REL AT IONS man xz ho knows | 


product publicity also. Capable of 
doing the whole job from originating 
ideas to handling contacts and writ- 


| ing news releases and feature stories. 


Must be a worker, not an “executive,” 
accustomed to performing day in and 
day out, during the regular work day; 
able to assume _ responsibility, vet 
accept direction. Position is with 
New York publicity agency. Write 
fully, giving details of experience, 
salaries earned, references and sal- 
ary wanted. Enclose non-returnable 


| photo. 


Box 3712, ADVERTISING AGE, N. Y. 


ng 
production necessary. Draft exempt. 


Christian, age and salary: open 
| Splendid opportunity for advance- 
ment in sales work. Permanent La- 
| cation: city 20,000 pop. Western Pa 
In reply, include age, nationality 
height, weight, dependents, schooling, 


past business connections, referen 
(which will not be checked with: 
permission), and tell us what you 


- 7 


have done. Attach recent snapshot 
(not returnable), plus ONE sample 
each of a catalog, direct-mail piece 

t 


and trade-paper Savertioement ) 
returnable) personally writter by 
yourself. Write in strict confidence ) 
Box 3713, ADVERTISING AGE, Che 


Convention Hounds 


Howl as Eastman 
Slices Their Tails 


Washington, D. C., June 19.— 
Office of Defense Transportation 
asked business today to “defer all 
meetings, conventions and tours of 
groups not closely related to the 
furtherance of the war effort.” 

Attendance should also be “skele- 
tonized’’ as planned for the forth- 
coming American Legion conven- 
tion, said ODT Director Joseph B. 
Eastman, adding that “if the Ameri- 


‘can people will voluntarily impose 


restrictions upon their travel 
i\there is good reason to hope that 
no drastic control will be neces- 


| sary.” 


Krimsky to Buchanan 


John Krimsky, formerly produc- 


ition executive at MGM and Fox 


studios and director of entertain- 
ment at New York World’s Fair, 


‘has joined Buchanan & Co., New| 


York, as account executive for | 


|; Paramount Pictures. 


G-E Advances Benson 


C. R. Benson, formerly repre- 
sentative of General Electric’s 
Transformer Division, Oakland, Cal., 
has been appointed assistant sales 
manager, Distribution Transformers. 


|He will continue to make his head- 


quarters in Oakland. 


Opens Philly Office 


Globe Times, Bethlehem, Pa., has | 


opened a Philadelphia office at suite 
800, Bailey Building, 1218 Chestnut 
street. John Alleva is manager of | 
the new office. 


Ad Director's Son 
Killed in Pacific 


Lt. Howard R. Weaver, Jr., son of 
the advertising director of the 
Washington Times-Herald, was 
fatally injured in an automobile ac- 
cident in New Caledonia, French 
possession in the South Pacific, the 
War Department notified his parents 
last week in Washington, D. C. 

The 22-year-old officer entered 
the engineers corps last year, later 
‘was transferred to Australia and 
went to New Caledonia when Amer- 
ican forces occupied that area. 


L. C. KERRICK 

Toledo, O., June 16.—Leo C. Ker- 
rick, advertising manager of the 
Surface Combustion Corporation, 
died here June 5 after a brief ill- 
ness. He was 57. 

Mr. Kerrick joined the Toledo 
/company in 1934 as publicity dtrec- 
‘tor after operating his own com- 
|pany in Birmingham, Ala. He was 
/elected only last month as president 
of the Toledo Industrial Marketers 
| Association. 


iL. &. STERNBERG 

| Syracuse, N. Y., June 16.—Leray 
|E. Sternberg, formerly a member 
lof the advertising sales staff of the 
Buffalo Courier-Express and more 
|recently an advertising specialist in 
|this city, died June 13 after an 
extended illness. He was known as 
the inventor of the Lesco linage 
chart. 


Oswald Adds Account 


Oswald Agency, Philadelphia, 
been appointed to direct adverti: 
- Philadelphia Textile Finish: 

. D. Lindsey is account execut 


1o4Ane 


ILLINOIS? 


Booming industrially and 
agriculturally. Reach a 
big chunk | it through 
the DECATUR station, 


Sears & Ayer, Rep*» 
Local help given. 


250 W. 1340, Full Tit 
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Hope in Future 
Held Advertising’s 
First Sales Job 


Robinson and Weir Hit 
Pessimism as Danger 
to Nation's Morale 


Columbus, O., June 17.—Media 
representatives were presented to- 
jay with a stirring challenge by 
William E. Robinson, advertising 
director, New York Herald Tribune, 
who asserted before the Newspaper 
Advertising Executives Association 
that business men who exude eco- 
nomic defeatism exert a harmful 
influence on the nation’s morale and 
advertising salesmen must, as a “‘pa- 
triotic duty first, and an advertising 
selling job next, make optimists out 
of these pessimists.” 

The need for an attack on pessi- 
mism among businessmen was also 
emphasized by Walter J. Weir, vice- 
president and copy chief of Lord & 
Thomas, who addressed an earlier 
convention session. 

Mr. Robinson pointed out that the 
engineers and scientists who are 
performing war production miracles 
“would be the first to attest that 


they came to their present pro-| 


ficiency because of the stimulation 
of volume created by efficient ad- 
vertising and selling.” Advertising 
men should recognize this basic con- 
tribution to the successful prosecu- 
tion of the war, he went on, and 
should further equip themselves 
with the story of “how it can func- 
tion with brilliant success for the 
peace, when that time comes.” 


“Must Understand Future” 


“To those of you who are worried 
about tomorrow, I say you must un- 
derstand the future, you must be 
hopeful and sanguine and optimis- 
tic, if you are to sell advertising 
today. You can’t have a black, dis- 
mal, hopeless picture about tomor- 
row and have anything to do with 
the affirmative, hopeful business of 
advertising. In selling advertising 
today, you've got to instill in every- 
body a faith in tomorrow—because 
today's advertising campaigns can’t 
be sustained or won’t continue to be 
sponsored by pessimists.” 

Businessmen who perceive only a 
mournful, tax-ridden, communistic 
tomorrow “are not very good adver- 
tising prospects,” Mr. Robinson de- 
clared. “More important, they con- 
stitute a bad influence on the 
nation’s morale. . . We must per- 
suade and not condemn these 
doubters.” 


In spotlighting current advertis- | 


ing and merchandising opportuni- 
ties, he mentioned, among others, 
the retail, automotive and food 
classifications. 

Retailers who cut promotion bud- 
gets, he remarked, “will save dol- 
lars and lose customers.” Chang- 
ing working habits will result in 
different eating patterns, with the 
“quicky” breakfast of orange juice 
and coffee destined for the discard 
in favor of the old-fashioned, sub- 
stantial meal. 


Sees Air Dominance 


Automobile manufacturers can ill 
afford to cease advertising, he went 
on. “If the war lasts five years, 
Pratt & Whitney is going to mean 
more than the name Buick. Bell 
Aircobra, Lockheed, Republic P-38, 
Douglas, the B-18 Bomber, Consoli- 
da'ed—will be names that will com- 
pletely eclipse Pontiac and Ply- 
Spectacular 


mouth and Chevrolet. 


— 
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| things in the war will be done by | 


Advertising in the Test Stage 


planes of highly publicized names 
jin the news. The name Cadillac 
| will seem old-fashioned five years 
| from now.” 

In the post-war world, vast new 
| markets all over the globe will draw 
a flood of American products, Mr. 
Robinson predicted. “‘The man who 
is pessimistic about tomorrow is a 
fool, but we must be patient and 
persuasive with him. We must 
point out that this kind of program 
must succeed because it seeks to 
benefit the millions of common men 
throughout the world by a tried and 
true system that we have practiced 
with success within the limited con- 
fines of the United States and 
Canada.” 

Agencies and media should con- 
centrate on selling pessimistic busi- 
nessmen that advertising is indus- 
try’s strongest insurance against 
government control rather’ than 
seeking government paid space, Mr. 
Weir emphasized Monday. 

Granting that government paid 
space might prove more effective 
than 
Lord & Thomas executive expressed 
concern with “the increasing will- 
ingness of a great many groups in 
this country to entrust more and 
more problems to the government— 
at the same time that they rant 
about the ever-mounting degree of 
| government control. 


i 


Key to Free Economy 


“T consider advertising almost the 
|key to a free economy,” he said. 
“For it is the one force which makes 
possible and keeps alive the prin- 
ciple of free distribution. And if 
that ever goes, then you really and 
actually have a controlled economy, 
with government bureaus deciding 
where you may distribute your 
goods and how you may sell them. 
That is my one paramount reason 
for advocating that business foot the 
bill for any war advertising that 
may be needed. I want to see pri- 
vate enterprise retain control of ad- 
vertising.” 

Mr. Weir urged the newspaper 
admen to tackle the “tough job” of 
convincing businessmen “that they 
aren’t dead—that they can do some- 
thing about the predicament of los- 
ing more and more control of their 
own businesses. 

“The greatest investment they 
ever made—and the greatest invest- 
ment they can make today—in re- 
taining control of their businesses, 
is in advertising. It is for us to con- 
vince them of that,” he added. 

Reporting on Lord & Thomas’ 
continuing study of public reaction 
to advertising, Mr. Weir cautioned 
against any advertising which re- 
flects “business as usual,’ which 
might win disfavor from the public 
and the government alike. 

“It has been interesting to learn,” 
he pointed out, “that the American 
newspaper and magazine reading 
public look with no little disfavor 
on straight product, straight com- 
petitive advertising at this time. Ad- 
vertising with a war flavor over- 
whelmingly dominates the attention 
of the male reading public—al- 
though it holds little interest for 
women. Women, however, look 
with as much disfavor on straight 
| competitive advertising as do men, 
}and overwhelmingly prefer adver- 
\tising which helps them in their 
|daily lives—service advertising, for 
example, or advertising which tells 
them how to conserve the things 
they now have.” 


'W. B. Campbell Named 


Wendell B. Campbell has been ap- 
pointed Western sales manager of 
Columbia Broadcasting System’s 
radio sales, with headquarters at 
Station WBBM, Chicago. He re- 
places Henry Jackson, who is now 
with the Signal Corps of the War 
Department in Washington. 


| Publisher Names Ford 


Albert E. Ford, Toronto, has been 
appointed Eastern representative of 
Winnipeg and Western Grocer and 
Western Motor Transportation, pub- 
lished by Western Publishers, Ltd. 


J. J. GIBBONS LIMITED - 


GIBBONS KNOWS CANADA [fee 


VANCOUVER 


ADVERTISING AGENTS 


uncontrolled publicity, the)! 


1 
| 


Famous Listerine 
Copy Exploited in 
Test Campaign 


| New York, June 17.—Exploiting 
'the proved readership of Listerine 
|magazine ads of former 


|Charlotte, N. C., 
Wash., newspapers for Listerine 
tooth paste. Insertions of 560 lines 
are appearing weekly. 

Each layout features the head- 


and Spokane, 


reading, “Remember This Famous 
Listerine Ad?” First of the maga- 
zine ads reproduced was, “Often a 
Bridesmaid but Never a _ Bride.” 
This was followed by “. 
She Was, Waiting at the Church,” 
one“... 
|Mommy Yesterday, Either.” 

The new tooth paste series sup- 
plements Listerine tests currently 
being conducted in other markets. 
Lambert & Feasley is the agency. 


ANIMAL SKETCHES 
FEATURE CHARMS COPY 

Newark, June 16.—After a three- 
year lull without substantial use of 
newspapers, Charms Candy Com- 
pany, Bloomfield, has returned to 
that medium with test copy running 
in two newspapers here twice 
weekly. Participation in a daily 
radio program over Station WNEW 
has been discontinued. 

Copy highlights the “ideal war 
package” and tells how to send 
Charms to the boys in camp. Ads 
in the new test series lean heavily 
upon animal sketches to feature 
Charms’ dominant themes of 
| “thrifty,” “smart,” and “never for- 
gets,” the latter sketch depicting 
an elephant proclaiming “I'll never 


forget those eleven luscious flavors | 


of Charms.” 

| A squirrel representing “thrift” 
emphasizes “no waste since each 
tablet is individually wrapped,” 
while a fox reminds the reader that 
“Charms gives you 50 per cent 
more for your money.” Insertions 
are now appearing in the Newark 
News and Star-Ledger, and if suc- 
cessful will be extended to other 
metropolitan dailies. Scheck Ad- 
vertising Agency directs the ac- 
count. 


SCARE COPY KEYS 
DIXIE-VORTEX DRIVE 

Asheville, N. C., June 18.—Stark 
copy warning that “Now’s no time 
to flirt with contagion!” featured the 


| 


years, | 
|Lambert Pharmacal Company has | 
launched a new test campaign in| 


line, “Listerine Antiseptic ... Pre- 
sents a Prescription for Your 
Teeth,” accompanied by a panel | 


.. There | 


. and He Didn't Kiss My | 


TEST COPY 


| 


‘ TIsEPTIC 
a Listenine ANTI ee PaasENTS > 


«tor over @0 youre O° 


| 
| 
| 
| 
| 
| 
| 


Successful magazine ads of other years 
are being featured by Lambert Pharma- 
cal Co. in a two-city newspaper test, 
with 560-line copy appearing weekly. 


MacLean Elects Two 


New Vice-Presidents 

Floyd S. Chalmers, manager and 
editor of The Financial Post, has 
been elected executive vice-presi- 
dent of MacLean Publishing Com- 
pany, Toronto, and B. G. Newton, 
assistant general manager, has been 
named vice-president in charge of 
plant and production, with the ad- 
ditional duties of directing the com- 
pany’s subsidiary publications in 
the United States. N. Roy Perry, 
business manager of Maclean’s 
Magazine and Chatelaine, was also 
elected to the board. 

Ronald A. McEachern, former 
news editor of The Financial Post, 
has been moved up to editor, and 
Douglas M. Gowdy, business man- 
|ager, becomes manager. 
| Revenue of the publishing com- 
|pany reached an all-time high of 
$4,048,724 in 1941, the directors 
were told at the annual meeting. 
MacLean publishes 28 general, 
| financial and business papers. 


first of three test newspaper inser- | 


tions by Dixie-Vortex Company, for 
Dixie cups, that appeared here this 
week. Similar copy is also scheduled 
for two other Southern cities. 
Dominated by a large illustration 
portraying the specter of disease 
floating over a darkened city, the 
700-line ad asks, “Remember 1918? 
. . . Perhaps too many of us have 
forgotten that in the last war we 
lost in one epidemic at home nine 
times as many people as were killed 
in action. Epidemics paralyze a na- 


tion, stop industrial production, 
spread to the troops in training 
camps. .. . It must not happen in 


this war! Now, more than ever, it’s 
patriotic to keep well, and on the 
| job.” 

Copy emphasizes the health pro- 
tection of Dixie cups, used but once 
and thrown away, and urges “. . . So 
when you drink in public, help keep 
your neighbor as well as yourself 
well, by saying ‘Please serve mine 
in a Dixie cup.’ ” 

Dixie-Vortex has _ been 
from newspapers for the past year, 
but is currently running a schedule 
in Newsweek and Time. Moser & 
|Cotins, New York, is the agency. 


Sears Stipulates 

Sears, Roebuck & Co., Chicago, 
has stipulated with the Federal 
Trade Commission to cease certain 
representations made for Dr. Over- 
field’s farm mixture. Sears prom- 
ised to stop advertising that the 


product will insure the health of 
infestation 


pigs, or prevent worm 
in hogs. 


absent | 


FCC Grants Clarke 
Control of WHIP 


| Federal Communications Com- 
mission has granted approval to the 
acquisition of control of Station 
WHIP, Hammond, Ind., by John W. 
Clarke, minority stockholder. The 
deal in which Dr. George F. Cour- 
rier was to sell the necessary stock 
to Mr. Clarke had been designated 
for a future hearing, but when 
WHIP attorneys submitted its peti- 
tion showing affidavits of Mr. Clarke 
to the effect that he would not allow 
any outside interests to affect or 
influence his control of WHIP, and 
showing that no newspaper control 
was involved, FCC reconsidered and 
granted the petition. 

New officers of WHIP are Mr. 
Clarke, president and_ treasurer; 


William R. Cline, vice-president and | 


general manager; Mary A. Clarke, 
secretary; and Charlotte E. Barr, as- 
sistant secretary and secretary to 
Mr. Clarke. 


Wiley New President of 
Chicago Industrials 


Blaine G. Wiley, assistant general 
isales manager, All - Steel - Equip 
Company, Inc., Aurora, IIl., has been 
elected president, Chicago Industrial 
Advertisers Association, succeeding 
W. Lane Witt, Crane Company. 
Other new officers are: Vice-Presi- 
dents, C. N. Kirchner, Independent 
Pneumatic Tool Company; Howard 
W. Rose, The Buchen Company, and 
John F. Kelly, Link-Belt Company. 
L. J. Schanz, The Mercoid Corpora- 


tion, is the new secretary-treasurer. 


KIRO, Seattle, Promotes 
F arm Labor Campaign 
| Working with the U. S. Depart- 


ment of Agriculture’s State War 
Board and the U. S. Employment 


| Service, Station KIRO, Seattle, has 


gone “all-out” in support of Bill 
|Moshier, KIRO farm editor and 
publicity director, in an effort to 
awaken residents ef the state to 
realization of the pressing needs of 
the Washington farmer for farm 
| labor. 

| On May 30, over the station’s 
half-hour panel, “Farmers’ Confer- 
ence,’ Governor Arthur B. Langlie 
proclaimed June 1-6 as “Farm 
Labor Week.’ Cooperating with the 
war board and the employment 
service, Mr. Moshier enlisted the 
aid of press, radio, state board of 
public instruction, organizations and 
individuals in the campaign, which 
was climaxed with special cere- 
monies on June 6, proclaimed Farm 
| Labor Day by the governor. 


Edward Appoints Two 


Vincent Edward & Co., New York, 
has appointed Leslie J. Schmidt, 
formerly of Boston Edison Com- 

| pany, as associate editor of Hotel 
| Bulletin. Evelyn Woodbury, who 
| has served in an editorial executive 
capacity with the Edwards company 
since 1936, has been named associate 
editor of Retail Management. 


OU know that detours are 


always irritating, generally 
costly — and sometimes the 
Why 
suffer these handicaps in 


cause of serious loss... 


your printing or other produc- 
tion needs? Why have your 
printing continually detoured 
—one place for engravings, 
another for type-setting, some- 
where else for presswork? . . . 


When you put selling vehicles 
on the straight, smooth, fast pro- 
duction route—Faithorn 3-in-1— 
you avoid all detours. Your jobs 
bowl merrily along; arrive on 
schedule — clean and hand- 
some, fit to carry your sales mes- 


sage with honor . . . You'll get 
convincing testimony if you write 
us for the names of executives 
we serve and samples of the 


productive work we are doing. 


For many years 
Finchley has 
used FAITHORN 
3-in-one complete 
service. You, too, 
can now enjoy its 
many advantages. 


FINEST ENGRAVING 
# FINEST TYPOGRAPHY 
FINEST PRINTING 


PaInTinG 


Telephone Wabash 7820 
804 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


Youcan use one orall,justas you wish, 
but all are here, ready to serve you... 
Speed,economy, satisfaction assured. 


FAITHORN 


CORPORATION 
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Toilet Goods Men 
Anticipate ‘Sane’ 
War Regulations 


New York, June 18.—Encouraged 


by government praise of their vol-| 


untary conservation moves, mem- 
bers of the Toilet Goods Associa- 
tion today concluded their annual 
convention, confident that no capri- 
cious and thoughtless regulations 
would bring “black markets” in 
cosmetics and toiletries in this 
country. 

Reassurance that the government 
is not writing any limitation order 
“just to stop production” came 
from C. A. Willard, chief of the 
toiletries and cosmetics branch of 
the War Production Board, who 
urged the industry to continue its 
“good job” in conservation and use 
of substitute materials. 

Mr. Willard emphasized that the 
WPB did not want to repeat Eng- 
land’s experience with “black mar- 
kets” and that impending WPB 
production orders would be based 
on thorough studies of all items 
used in toilet goods, and that the 
board would warn manufacturers of 
shortages in advance whenever 
possible. 

The tenor of the industry's stand 
was presented by H. L. Brooks, 
president of Coty, Inc., and presi- 
dent of the association, in informal 


remarks following his annual re-: 


port. Admitting that the industry 
catered to the whims of women and 
men, he insisted that it was not a 
frivolous one, and was thoroughly 
aware of the need for sacrifices 
necessary to winning the war. He 
expressed doubt whether the con- 
sumer public would resent seeing 
certain articles in stores, even 
though they contained materials 
which were receiving publicity. 
“It seems to me that if, through 
the ingenious employment of sub- 
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|stitute materials, we can maintain 
'a certain volume of business, we 
|should be applauded, and not pro- 
|hibited from doing so,’ Mr. Brooks 
| said. 


“Our industry can then pay 
substantial retail and corporate 
taxes. It can employ many tens of 


_ thousands of workers until they are 


| required elsewhere. 


It can also 
contribute to the livelihood of thou- 
sands of persons employed by mag- 
azines and newspapers who print 
its advertising. If we can continue 
'to make these contributions to our 
|government and wage earners, 
|without interfering with anything 
‘else, isn’t this helping the war 
| effort?” 


Ad Copy Praised 


Both Mr. Brooks, and S. L. May- 
ham, newly-elected executive sec- 
retary of the association, com- 
mended the members of _ the 
industry for the high standards of 
self-regulation of advertising copy, 
literature, and booklets maintained 
through the past year. 

“Not one piece of the copy ap- 
proved by the Advertising Review- 
ing Committee has ever been criti- 
cized by the Federal Trade Com- 
mission or any other government 
bureau that has had occasion to 
scrutinize it.’ Mr. Brooks stated. 
He said that the committee re- 
viewed 4,500 pieces of advertising 
during the past 12 months. 

Mr. Mayham warned manufac- 
turers against jumping to the con- 
clusion that the Food and Drug Ad- 
ministration and the Federal Trade 
Commission have “shut up shop for 
the duration.” To the contrary, he 
pointed out the wartime oppor- 
tunity for setting new and higher 
standards for advertising claims 
while “it is far easier to sell cos- 
metics than to find any to sell. 

“It will be wholly unnecessary 
for a year or two to claim miracles 
for your product, and since the 
miracle claim is not only illegal, 
but really very bad business, even 
in normal times, wouldn't this be 
an opportunity to clean house com- 


pletely?” 


(fl 
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DRAW... THE 


Garnering inquiries at amazingly low cost 
. « +» promoting sales at maximum econ- 
omy—these are every day accomplish- 
ments of KXYZ, Houston and KRIS, Cor- 
pus Christi. The “Twins” blanket the 
rich, populous Texas Gulf Coast with a 
variety of leading network programs which 
assure a high degree of listenership. 


If Texas is your market, certainly Houston 
and Corpus Christi are the two metro- 
politan centers you want to dominate be- 


NN 


THE, SALES 


wins 


cause these are Texas’ two fastest-growing 
cities. Here there are no plant conver- 
sions, no lay-offs . . . for oil, cotton, live 
stock, farm produce and Gulf Coast manu- 
factured munitions are in great demand by 
a country at war. 


Today, let us tell you all about the “Twins” 
and how their special combination rates 
will save you considerable. 


in 


Conaress Frowns 
on Use of Flag 
in Advertising 


Washington, D. C., June 16.—In 
the wake of Flag Day, Congress 
went on record this week with a 
|declaration that the American flag 
\“should never be used for adver- 
|tising purposes in any manner 
| whatsoever.” 
\through passage of a joint resolu- 
{tion which is merely advisory in 
nature and carries no punitive pro- 
| visions. 
| Passage of the measure, H. J. 
Res. 303, probably means that a bill 
passed by the Senate last April will 
never emerge from the House judi- 
ciary committee. Rep. Hatton W. 
Sumners, chairman of this group, 
is unalterably opposed to the bill, 
S. 218, feeling the rules relating to 
display of the flag should be left to 
the states, all of which now have 
such statutes. 

The joint resolution, upon which 
Congressional action was completed 
today when the House accepted 
without debate numerous Senate 
amendments having nothing to do 
with advertising, is designed only 
to “codify and emphasize existing 
rules and customs pertaining to the 
display and use of the flag.” The 
now-buried Senate bill, on the 
other hand, seeks to “prevent 
desecration and mutilation of the 
flag’’ and makes violations punish- 
able offenses. 

The resolution contains a single 
paragraph relating to advertising 
luse of the national emblem. It 
reads in full: “The flag should 
|never be used for advertising pur- 
|poses in any manner whatsoever. 
It should not be embroidered on 
such articles as cushions or hand- 
kerchiefs and the like, printed or 
otherwise impressed on paper nap- 
kins or boxes or anything that is 
designed for temporary use and dis- 
card; or used as any portion of a 


tising signs should not be fastened 
to a staff or halyard from which 
the flag is flown.” 


Other Measures Pending 


Other flag measures are still 
| pending, but are either unlikely to 
|emerge from committee or are of 


|no particular significance nation- | 


ally. In the former category is 
H. R. 7128, introduced May 25 by 
Rep. Raymond S. Springer and de- 
signed to “prevent the desecration, 
mutilation, or use of the flag for 
advertising purposes.” This closely 
resembles S. 218 and reposes with 
it in a House judiciary committee 
cubbyhole. Rep. Springer is a mem- 
ber of the committee and knew its 
attitude on S. 218 before introduc- 
ing his bill, but his move is ex- 
plained by pressure applied by 
patriotic interests 
Indiana. 

The House also passed and sent 
to the Senate this week H. R. 7113, 
|which represents a codification of 
flag provisions of the United States 
Code. Its section on advertising 


applies only within the District of | 


Columbia, and is an exact duplicate 
of S. 218 which makes all advertis- 
ing uses of the flag a misdemeanor. 
Enactment of this measure by the 
House serves only to codify existing 
law and bring together in one place 
all flag provisions of the U. S. Code. 
It emerged from the House com- 
|mittee on revision of the laws. 


Three to Ad Bureau 


Advertising Bureau of America, 
New York, has been appointed to 
direct advertising for Commercial 
Casualty Company, Artcraft Photo 
Company and Fesano Tea Com- 
pany, all of New York. News- 
papers and magazines will be used. 


| Huber to Lend-Lease 


Fred J. Huber, formerly of the 
sales department, National Process 
Company, New York, has gone to 
Washington, D. C., where he will 
serve as assistant to the coordinator 
of the Lend-Lease administration. 


Resigns Trust Co. Account 


Doremus & Co., Boston agency. 
has resigned from the advertising 
account of United State Trust Com- 
pany, Boston. 


The action was taken | 


costume or athletic uniform. Adver- | 


back home in | 


Stations have been warned by 
Broadcasters Victory Council 
|against accepting spot announce- 
ments offered by General Advertis- 
ing Agency, Los Angeles, in behalf 
of “Fearless Motor Fuel Formulas.” 
It seems that the agency has 
j}aroused the ire of several federal 


|agencies through its attempts to buy 
time to promote a $2 booklet telling 
how gasoline substitutes can be 
|made out of “cheap, harmless non- 
rationed fuels and chemicals.” OFF 
\and OPA have frowned officially on 
|the project as against government 
policy, and the FTC is reported 
ready to step in if necessary. 
* * us 

New’ England stations have 
received calls recently from a 
man with a mild cockney accent 
who poses as a representative of 
the Office of Facts and Figures. 
One broadcaster’s suspicions were 
aroused and a letter to Washington 
revealed no such field agent was 
making the rounds. Apparently 
the man is only a crackpot, but 
stations are warned to ask for cre- 
dentials of any suspicious visitors. 

* * * 

Another instance of conflict be- 
tween government agencies has 
arisen in connection with the “buy- 
coal-now” effort. A group of coal 
dealers who sought relief from a 
price ceiling because of higher costs 
were refused by an OPA represen- 
tative who suggested that advertis- 
ing be eliminated as unnecessary 
since “the government is doing the 
advertising for you’—referring to 
the efforts of government agencies 
including free radio announcements 
to encourage coal buying. The 


on the other hand, is encouraging 
“buy-now” coal advertising by 
dealers and has asked them to 
stage campaigns. 
* 


* Bo 

Lt. Comm. Gene Tunney, phys- 
ical fitness advocate and former dis- 
| tilling magnate, is not letting his of- 


| P . . P 
|sading against the smoking vice. To 


a 20th anniversary meeting of the 
Anti-Cigarette Alliance, attended 


Office of Solid Fuels Coordination, | 


| ficial position interfere with his cru- | 


The Listening Post 


,tough nuts to crack. The volun- 
itary program of cooperation is sim- 
\ilar to BBB efforts on behalf of th« 
new credit control rules unde 
Regulation W. 

* * * 

Draftees with the most legitimat: 
gripe right now are married me; 
who were inducted in recent week 
because their wives are self-suy 
porting. Inclusion in the new de 
pendency allotment bill of a claus 
granting authority to defer me 
with legitimate family ties—irre 
spective of financial dependency- 
means that draft boards will b 
instructed to wait six or eigh’ 
months before calling up famil 
men. The clause, however, is m 
retroactive so draftee husbands 
working wives are out of luck. | 
many cases of those inducted fro: 
this class within recent weeks an 
appeal for reclassification would 
have delayed matters long enough 
for them to come under the new 
policy. 


Haupt Elected President 
of Northwest Group 


Henry H. Haupt, vice-president in 
charge of the Minneapolis office of 
Batten, Barton, Durstine and Os- 
born, has been elected president of 
the Northwest Council of Advertis- 
|ing Agencies. Other officers elected 
‘are Luther Weaver, Luther Weaver 
land Associates, St. Paul, vice-presi- 
ident; C. L. Greenwood, Knox Reeves 
| Advertising, Minneapolis, reelected 
|secretary; and Allan L. Firestone, 
Firestone Agency, St. Paul, re- 
elected treasurer. 


Ford to Steve Hannagan 


Ford Motor Company has ap- 
|pointed Steve Hannagan to handle 
\its publicity and press relations. He 
will establish a news bureau in the 
Administration Building at Dear- 
|born, Mich., and will be responsible 
for the release of all news and news 
|statements from the company. Mr. 
|Hannagan, an automotive publicity 
iman of long standing, has handled 
publicity for the Indianapolis Races. 
Joe Copps, for many years asso- 
ciated with Mr. Hannagan, is in De- 
troit to establish the news bureau. 


by 2,000 non-smokers June 14 in| 


the outskirts of Washington, D. C.., 
the ex-pugilist sent a message of 
|greeting. The group voted to send 
him a letter of appreciation for his 
anti-tobacco efferts, and passed 
around pamphlets reproducing the 
recent Tunney blast against smok- 
ing in The Readers’ Digest. The 
non-smokers, most of them Seventh 


Day Adventists, also heard a “dis- | 


closure” by a Utah Congressman, 
Rep. W. K. Granger, who revealed 
that cigaret testimonials on the 
radio “are bought and paid for” to 
stimulate the use of tobacco. 

} ok ok ok 

| For the first time since the New 
Deal arrived on the Washington 
|scene, a rapproachement between 
ithe government and the Chamber 
of Commerce of the United States 
is in prospect. Eric A. Johnston, the 
Chamber’s new president, is not the 
persona non grata in government 
|circles that many of his predeces- 
|sors have been. His recent address 
(on post-war unemployment, which 
|was shortwaved by CBS to fight- 
ing forces abroad, won wide com- 
| mendation. He promised that in- 
idustry would provide jobs for re- 


jernment alone would not have to 
‘bear the post-war readjustment 
burden. What’s more, he had con- 
ferred with federal officials before 
making the talk. As one New 
Dealer commented on Mr. John- 
ston’s leadership of the Chamber, 
“It took a war to do it, but it looks 
as if we’re talking the same lan- 
guage at last.” 
ok < 

Ex officio “policemen” for the 
price control set-up are members 
of Better Business Bureaus through- 
out the country. Though they 
haven’t set up formal staffs and 
don’t presume to take over OPA’s 
own policing work, the Bureaus 
have decided to ask retailers for 
reports of price ceiling violations 
and offenders will be set straight 
about the law. OPA will get the 


| turning soldiers, and said that gov- | 


Flagstaff Foods 
Doubles Ad Budget 


Greenspan Bros. Company, Perth 
Amboy, N. J., has released its larg- 
est summer newspaper campaign 
for Flagstaff canned fruits, vege- 
table juices and fish in 20 New 
Jersey dailies. Insertions will ap- 
pear once a week. 

In addition to the mewspaper 
|drive, which is twice as large as 
last year’s, Flagstaff foods are fea- 
tured on the Bessie Beatty partici- 
pation program over Station WOR, 
|New York. Weiss & Geller, New 
York, is the agency. 


Hoover Joins Cardox 

| Robert L. Hoover, formerly art 
director and production manager of 
MacDonald-Potter, Inc., Chicago, 
has been appointed assistant to the 
advertising manager of Cardox 
Corporation, Chicago. 


SPOTCASTING 


BUILDS MORE SALES 
.. AT LOWER COST! 


More money for ” 
the HOT SPOTS \ 
S Nothing wasted on ” 
Y the DEAD SPOTS | 


Special attention to ” 
J the TOUGH SPOTS . 


é& COMPANY 


NATIONAL STATION 
REPRESENTATIVES 


OntaGO . MEW TORE . CFTEOT . tT LOWE . SAN FEANENCO . 10s anor 
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PHOTOGRAPHIC REVEW OF THE WEEK > 


SNAPPED AT THE NAEA SESSIONS 


VICTORY CART 


Officers pictured above (left to right) are C. E. Phillips, Rockford Star and Reg- 

ister-Republic, president; Wm. Ellyson Jr., Richmond News Leader and Times- 

Dispatch, first vice-president; Col. L. W. Herron, Washington Star, third vice- 

president; Irving C. Buntman, Wisconsin Newspaper Markets, secretary-treasurer; 
and William Wallace, Toronto Star, second vice-president. 


To fill in a war-depleted line, Club 

Aluminum Products Co., Chicago, has 

produced a new shopping cart for the 

housewife who carries her own bundles. 

It's made of non-strategic materials, light 

in weight, and patriotically colored in 
red, white and blue. 


Lester G. Karr, Flint Journal; J. M. Brooks, Story, Brooks & Finley; W. S. Bow- 

man, South Bend Tribune; Harvey Young, Columbus Dispatch; C. A. Miller, Story, 

Brooks & Finley; A. F. Falk, Akron Beacon Journal; W. Payne, Wausau Record- 
Herald; and Charles Miller, Story, Brooks & Finley. 


WHOA, COWBOY! 


YOURE NOT DRIVING 
A JEEP/ 

Take iteasy, brother / 
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DONT LET OUR CUSTOMERS 
CRITICIZE YOU! 


Donald M. Bernard, Washington Post; Wilson W. Condict, St. Louis Globe- 
Democrat; Wilbar Arthur and George Hartford, Chicago Daily News; and Sid R. 
Phillips, Columbus Journal. 


Conservation is the theme of posters 
placed in garages of John F. Trommer 
Inc., and at other points to impress the 
brewer's employes with the need for 
saving gasoline and tires. The poster is 
one of a series prepared for clients by 
Federal Advertising Agency. 


Frank E. Tripp, Gannett Newspapers; F. E. Fuller and John W. Sweeterman, 
Dayton Journal-Herald; and Grant Stone, Cleveland Press. 


WINS WALKER & CO. POSTER CONTEST 


Young Paul LaPides of Cass Technical High School, Detroit, won one of the major 

awards with this poster in the 1942 poster art contest sponsored by Walker & Co. 

Four hundred entries were judged, and prizes of $645 awarded talented youngsters 
by the outdoor advertising company. 


EVOLUTION OF THE SAYMAN SOAP WRAPPER 
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Gradual change-over of the package design for Sayman Vegetable Wonder soap 

from a time-honored wrapper to a cosmetic-type package is shown here. The 

old-fashioned wrapper at the left had been used for half a century. A transi- 

tional package is pictured in the center and the new three-color wrapper is at 
the right. Kelly, Zahrndt & Kelly, St. Louis, is the agency. 


CROSLEY BOARDS SPUR WAR EFFORT 
es > 


ek dice td ‘oe be tek eo ae Hak 


—.... SCORE BOARD 


Caricatures of Mussolini, Hirohito and Hitler are featured on war production 

scoreboards erected in the Cincinnati plant of Crosley Corp., to record progress 

of war production. Each machine gun represents a war product; each bullet a 

production goal achieved. Two union officials and L. Martin Krautter, advertising 
and sales promotion manager, inspect this board. 


TABLE TOPICS AND TRIPLE LINE-UP AT NAEA CONVENTION IN COLUMBUS 


at Comparing notes in the group at the left are (left to right) Irving Maier, Milwaukee Journal; and Carl Robertson and 
‘“ : J. T. Barrons, Kansas City Star. In the adjoining group are Walker Long, Huntington Advertiser and Herald-Dispatch; 
Paul Gorham, Illinois Daily Newspapers; Robert Drew, Milwaukee Journal: Guy J. H. Nixon, Plain Dealer, Wabash, Ind.; and Fred Lowe, Charleston Mail. 


Leedy, Telegraph, Bluefield, W. Va.; J. W. Cullen, Jr., John W. Cullen Co.; 
W. L. Just, Waukegan Sun; and Vic Murson, Canton Repository. 


>. A. Yancey, Messenger and Inquirer, Owensboro, Ky.; J. A. Kowalski, Osborn, 
Scolaro, Meeker & Co.; H. M. McClaskey, Louisville Courier-Journal and Times: 
Monroe H. Long, Branham Co.; W. W. Watson, San Antonio Express and News: Mahar 


Left to right are Jack Lutz, John E. Lutz Co., and W. H. Moore, Detroit News; David Hogue, Utica Observer-Dispatch, Al 


Rochester Democrat and Chronicle, and J. Frank Duffy, Gannett Newspapers; and Harry Keller, Omaha World- 
and Frank H. Meeker, Osborn, Scolaro, Meeker & Co. Herald 


and Harold E. Swanson, Moline Dispatch. 
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in Nutrition Program 


EAL 
ane crroaT 70 geT FOODS EMPHASIZED 


| s | ALLOTMENT RAISED | Modern Equipment Aid 


i In a surprise move, the Office of } cn Serving More 
| Price Administration last month | Natritious Meals 


lannounced that under the new ra- | 
| tioning machinery now being set | j 
in motion institutions will be able| “The success of the war effort is | 
| to secure only 50% of their norma! | dependent, in a large measure, Upon 
{sugar requirements for meals ot | preserving and strengthening the 
food services. The announcement, | health of the nation The success 
| issued as rationing order No. 3, sets | of our program, which is designed to 
s |forth the monthly allotment per | preserve and strengthen the nation's 
centages for all types of institu-| health through promoting better nu- 


tonal end industrial UBT a or. | tae whate-bearied Sreration of al 
der indicate that institutions which | who are connected with the selection 
operate bale ries or manufacture | and preparation of food.” 

" : Direc- 

ors 

a ea. ; - a ayn 

- for Manufacturers ore. | ‘< 

| 7 3 ee te HOSE who are responsible for ae. 

eFOOD PRODUCTS a ae the mass feeding of individuals are Ayo 

: : eon * e e e ote good 

et sat ea anxious to receive the latest informa- sands of 
tion on new foods ... new food proc- ghee , 
. - iccess of c 
7 ) , esses . . . existing products. They hon 
a | we want to know how to improve the nutri- Bei. < 
| ‘= tonal value of the food they control. ~ ; 

i © : ; ee na r 

or e THER INSTITUTIONAL ass Manufacturers of food products have an ae 
| nal EQUIPMENT : d ae opportunity for exceptional service in the vU. 8 8 
an ae ° one ° and blue 0) 
Se Nie war effort by telling the story of nutrition, as it hy he 
. s, applies to their individual products, in coopera- ar 

ton with the National Nutrition Program. 


Manufacturers of food handling and food service equipment 
have a similar responsibility and opportunity in emphasizing 
and re-emphasizing to the users of their equipment how nutri- 
FOR THE DURATION OF tional values can be preserved. Of similar importance is in- 

THE WAR formation on methods for obtaining greatest possible efficiency 
from this equipment. 


harine is 
. to the 


Army * 
y © Post 
Marines 
the U. S. 
Purchos- 
urement 
of Vet- 
rchesing 
* Men- 
teriqs * 
ost) =Ex- 


In addition to its regular circula- 


tion, INSTITUTIONS Magazine is 


That which applies to food products and food service equip- 


oe without charge, to the ment is equally applicable to all other types of institutional chadyeon 

equipment and supplies. Users must be reminded and re- hed 
Quartermasters in the Army ° instructed in such subjects as the basic efficiency of their equip- hse 
Supply Officers in the Navy ® Post ment, its care and maintenance .. - getting the most out of it 


Quartermasters in the Marines ® 


Purchasing Officers of the U. S. 


Maritime Commission * Purchas- The readers of INSTITUTIONS Magazine are those who control 


i Engineers of Procurement ° , ‘ ° 
ied *% coaitebandiail of Vet the selection, the handling, the preparation and the serving of 


and making it last for the duration. 


erans' Hospitals ® Purchasing food .. . they supervise the operation and the maintenance of 
Agents for Bomber Plants * Man- food service equipment . . . they are responsible for getting the 
agers of Industrial Cafeterias ° most out of the equipment and supplies in their respective in- 


Operators of Army Post Exchanges 
® Military Schools * and others 


who are charged with the respon- . . ° ° ‘ 
“ibiity of feeding and housing the For effective assistance in applying this new copy slant to your 


vrillions of individuals directly en- products, Consult Your Advertising Agency or write to INSTI- 
gaged in the war effort. TUTIONS Magazine, 1900 Prairie Avenue, Chicago. 


stitutions. 


1900 PRAIRIE AVENU 
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